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“Lum ’n’ Abner” Adopt a Credit Policy For Their “Jot em Down Store” 


Credit granters throughout the nation will find particular interest and enjoyment in the 
“Lum ’n’ Abner” Columbia Network broadcasts of January 23, 25 and 27. Details of 
some fine cooperation are given in the story on page 3 of this issue. 
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Announcing--A New Code of Ethics! 





CODE or ETHICS 


NATIONAL RETAIL CREDIT ASSOCIATION 


National in Name -- International in Scope 


1. To encourage the broadest use of consumer 
credit consistent with sound business principles 
and the welfare of the community. 

2. To protect the interests of credit granters and 
customers alike by obtaining credit reports on 
all applicants for credit, by reporting to the 
credit bureau unsatisfactory credit experiences 
and by declining to sanction unsafe credit risks. 


3. To educate the public in the proper use of credit, 
as a relation of mutual trust, and to the value of 
establishing and maintaining good credit records. 


4. To counsel and protect customers against the 
tragedy of going into debt beyond their ability 
to pay; to safeguard their credit standing by re- 
quiring payments according to agreement. 

5. To cooperate wholeheartedly with other credit 
granters in matters of credit policies and credit 
terms affecting the business welfare of the com- 
munity and the public good. 


Shown One-Half Actual Size 


After years of study, the National Association has port of its message can be absorbed by all credit applicants 
adopted a new Code of Ethics which has a message for and customers. 
consumers and credit granters alike It is supplied on heavy weight white ledger paper, size 


101% inches by 15 inches, ready for framing. The text is 
printed in black—the emblem is steel-die embossed in dark 
over every credit interviewer’s desk—so that the full im- blue and gold. You have to see it to appreciate its beauty! 


It should be framed and hung in every credit offiice— 


Price, 25c each—5 for $1. Special prices on large quantities. 


NATIONAL RETAIL CREDIT ASSOCIATION 


1218 OLIVE STREET SAINT LOUIS 
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New Free Book 


Tells what 
community credit control 
can n do for you 


Wouldn't you like to know 
whether community credit 
control can help you cut your 
credit costs? This new book 
helps to answer that question. 
Here Dr. Clyde W. Phelps, the 
well known credit authority, 
describes the results obtained 
by community credit control 
in Cincinnati, Detroit, and 
other cities. 


Many benefits obtained 


He explains the different pol- 
icies adopted, tells how they 
work, and reports the benefits 
which they have brought to the 
stores co-operating in the effort. 

In Cincinnati, for instance, 
credit managers found that the 
new policy decreased the ex 
pense of the stores for interest 
on capital tied up in receiv- 
ables, reduced bookkeeping 
and collection costs, and cut 


bad debt losses. 





In Detroit, credit sales have 
consistently shown a greater 
increase than total business of 
the stores each year since the 
plan was adopted. 

Within two months after 
the control was set up in Day 
ton, collection percentages of 
the stores showed a higher 
average than they had ever 
reached before 


Coupon brings free copy 

In your city a community 
credit control policy should 
produce equally good results 
Dr. Phelps’ booklet tells how 
to create the policy and how 
to carry it out. You may ob 
tain a copy of the booklet 
without obligation. It is pub 
lished by Household Finance 
as a contribution to better 
credit methods. Why don't 
you send the coupon for a free 
copy now? 


See Household’s ni ya ed exhibit ‘Stretching Your Dollar” 
at the New York World's Fair 


HOUSEHOLD FINANCE 


CORPORATION and Subsidiaries 


Doctor of Family Finances” 


... one of America's leading family finance organizations with 239 branches in 152 cities 
SSS SS SS SSS SSS SSS SS SSS SSS SSS See ee eee 
Household Finance Corporation 

Dept. CW-1, 919 N. Michigan Avenue, Chicago, Illinois 

Please send me free copy of ‘‘A Community Credit Control Policy."’ 
This request places me under no obligation. 








EDITORIAL COMMENT 


By LEO M. KARPELES 


Secretary, Burger-Phillips Company, Birmingham, Ala.; President, National Retail Credit Association 


“WeEy? 


A New Year’s Message 


the future, is so much wasted time and 
thought. This is the time of year when 
many make resolutions, few to be kept, many to be 
violated, and most to be completely forgotten. 
Personally, I do not like the idea of making 
resolutions on the new year. I would rather feel, 
not only on the new year but all during the year, 
that I have a vision of the future which foretells 
to me success in accomplishment. A vision which 
is the fulfillment of an ambition to succeed in my 
work through devoting a part of my energy and 
time to improving my department and the store 


hy sheng ma except it be applied to 


for which I feel a true devotion—the success en- 
gendered by past experience and mistakes. 

Regardless of our present position in life, we 
should hold an ambition to improve our intellect 
with a consequent improvement in our material 
position, not with a selfish motive but for our fami- 
lies, our friends and mankind. A certain part of 
our time and attention should be given to civic af- 
fairs, not with the hope of distinction or reward, 
but with the selfish feeling of having accomplished 
something for someone else, someone less fortunate 
or less successful than ourselves. 

My Best Greetings of the Season to You All! 


The Most Important Retail Credit 
Problem for 1939 


ion, I venture the assertion that the credit 

executive’s greatest problem for 1939 has 
changed from “Credit Control,” which it has been 
for the past several years. 

I cannot definitely make up my mind as to one 
of two problems to which I am looking for the 
coming year: First, the rapidly rising overhead of 
operating credit departments, and second, the in- 
telligent promotion of sales through the credit de- 
partment. 

Naturally, the heaviest item in the expense of 
any credit department is its payroll, and with other 
industries and business rapidly absorbing compe- 
tent help, allowing shorter hours and higher sala- 
ries than are in vogue in retail stores, the time will 
soon come when we must either select our person- 
nel from less efficient applicants (which in itself is 
expensive ) or increase salaries to retain people who 
have already been trained and had experience. In 
addition to this fact, the general public is demand- 
ing more service from the retail stores, and Gov- 
ernment itself, both national and local, has in- 
creased our overhead tremendously through the 
voluminous and numerous reports required in con- 
nection with various taxes and statistics. 


| VERYONE being entitled to his own opin- 


The second problem I refer to is the intelligent 
handling of sales promotion through the credit 
department, a field which has only been scratched 
in most instances. 

The remark has often been passed that our profit 
and loss ledgers are like unto “There’s gold in 
them thar’ hills.” But I contend that there is more 
gold in the inactive transfer files which have thou- 
sands of potential customers who have drifted to 
other places. Even our active ledgers furnish a 
field for expansion in endeavoring to obtain more 
business from many customers who shop in only a 
few departments of a large department store. 

The credit executive must be alert at all times 
for new accounts, in large measure coming from 
newcomers to the city whose credit records entitle 
them to the courtesy of an account. In this field 
many stores have done an outstanding job and it 
behooves all of us to try to interest new patrons in 
our organization. 

This is not in the province of the publicity direc- 
tor; but all three of these activities should be cen- 
tered in the Manager of Credit Sales who alone is 
in position to intelligently handle the charge ac- 
counts. 


The CREDIT WORLD 





tv 


t 
it 


D 





“Lum ’n’ Abner” Adopt a Credit Policy 
For Their “Jot ’em Down Store” 


Listen in on their broadcasts (Columbia Network) January 23, 25 and 27 


“Jot ’em Down Store” in Pine Ridge, Arkansas. 

Today it is one of the best known “emporiums” 
in America. Millions of persons from California to 
Maine and from Miami to Seattle closely follow the for- 
tunes of these two “up-and-coming” merchants. The 
fact that the “Jot ’em Down Store” originally existed 
only in the fiction of a radio program and that Lum and 
Abner, two quaint “old-timers” in character, are actually 
Mr. Chester Lauck (Lum) 
and Mr. Norris Goff 
(Abner), two excellent ex- 
amples of the enterprise, in- 
genuity, and ability of Amer- 
ican youth, only increases pub- 


. ) “Yor years ago, Lum and Abner opened their 


lic interest. In fact, so great 
and so personal is the inter- 
est that no less than one hun- 
dred requests have been 
granted by Lum and Abner 
for small stores all over the 
country to use the name, “Jot 
‘em Down Store.” All are 
located in villages about the 
size of the actual Pine Ridge 
(approximately three hundred 
population). Originally this 
village was named “Waters,” 
but so popular became “Lum 
‘n’ Abner’s town of Pine 
Ridge,” and since Lum and 
Abner readily admitted the 
town of Waters as their in- 
spiration for the program, the 
villagers petitioned the United 
States Postal Department for 
a change in name. The Gov- 
ernor of Arkansas, Lum and Abner, and many other 
celebrities were present at the dedication ceremonies at 
the time of official change. 

With radio so definitely influencing the actions not 
only of individuals but of villages, cities, and the nation 
itself, today none will deny the educational value of radio 
broadcasts. It is with genuine pleasure therefore that we 
announce the cooperation of Lum and Abner and their 
sponsor, General Foods Corporation (makers of Postum), 
toward the development in their regular programs, of 
the retail credit idea. This will be done chiefly in the 
broadcasts of January 23, 25, and 27. All who have any 
interest in “Credit” will find real enjoyment and busi- 
ness appreciation in listening to these particular programs 
and should encourage friends and employees to do like- 
wise. Advance store bulletins on this will be justified. 
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Chester Lauck and Norris Goff (mustache), who 

play the roles of “Lum ’n’ Abner” as well as other 

characters heard on their programs, plan to “get 

scientific” about the credit extended by their “Jot 
"em Down Store” 


The Crepir Wor cp will be glad to receive comments 
after the broadcast. 


Mr. J. A. Gross, general manager of the Retail Mer- 
chants Credit Association of Los Angeles, has been re- 
sponsible for this arrangement which should prove of out- 
standing value to credit granters throughout the nation. 
The details were developed with Lum and Abner them- 
selves; Mr. Coy Williams, their press representative ; Mr. 
Arthur E. Kaiser, vice-president of Eleventh District, 
National Retail Credit Asso- 
ciation and credit manager of 
Bullock’s; and Mr. G. W. S. 
Reed, president of Westamer- 
ica Company, the RMCA ad- 
vertising agency. 

Lum and Abner programs 
are broadcast over the Co- 
lumbia Network every 
Monday, Wednesday, and 
Friday evening—being  re- 
leased on Eastern stations at 
7:15 o’clock, on Midwest sta- 
tions at 6:15 o’clock, and re- 
broadcast to the Mountain 
states at 9:15 o’clock and the 
Pacific Coast at 8:15 o'clock. 
By starting the “Lum ’n’ 
Abner” habit now, readers 
will be sure to hear the 
“Credit programs” of Janu- 
ary 23, 25, and 27. Again, 
may we remind readers that 
there is much good to be 
gained by encouraging all 
your store employees to listen 
to these particular programs. 
The Crepir Worip would 
like to receive word afterward as to individual efforts 
in this direction. 

~er 
Are You Going to the Convention? 

If you are even thinking of going, won’t you please fill 
in and mail the coupon below so we will know how many 
delegates to expect at the Convention? 

N. R. C. A., Saint Louis: 

I plan to attend the San Francisco Convention. There will 
OU 6c Fei eeu ress cuinitic ch vay koe 09a s'ouwe wee in the party. 
Were PIN 55 baw bub cesaieessiseeen’ Group Conference. 


Will join the Convention Special at .............eescececeees 
(Saint Louis? Chicago? Omaha? Denver?) 
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The Main Cost Factors 
In Collecting Installment Accounts 


By E. E. PADDON 


Credit Sales Manager, Lammert Furniture Company, Saint Louis 


This is the second of a series of 12 | 
articles on Installment Accounting 


N THIS article, it has been requested that you be 
| given an outline of the main cost factors in collecting 

installment accounts, this article to be followed by 
others going into the detail of each of these factors. 

In order to secure the most economical and smooth 
methodical operation of any department of a business, it is 
necessary to set down all of the different steps that are 
taken in an individual transaction as it passes through that 
department. 

With that in mind, in order to think in an orderly fash- 
ion, I have endeavored to take an installment account and 
set up those factors from the time the sale is made up to, 
and including, the last payment closing out the account. 

By asking myself questions and setting them down on 
paper, I have discovered that it is a good method of check- 
ing operations for opportunities of saving time and money 
in installment accounting. It is, therefore, being passed 
on to you in this manner with at least a portion of the 
answers that have been found for the problems. 


1. Application for Credit 

(a) Application Blank: 

Is it simple and understandable but still giving you all 
essential information without raising the ire of the cus- 
tomer? What is the average time per interview? Is it 
excessive ? 

(b) Credit References: 

Is this worked out in a simple, methodical manner so as 
to conserve the time of those to whom you apply for this 
information ? 

(c) Credit Reference File: 

After credit has been passed, is this information easily 
and quickly accessible for reference at any time? 


2. Arranging Terms of Payment 


(a) Do you have set terms or do you allow your credit 
people some leeway in the number of months? 

By clever headwork on the part of the interviewer, 
what might become a bad risk through too high a payment 
over too short a period may be made a good paying cus- 
tomer by lowering the payment and extending the period 
at the start. 

(b) Do you try to get round figure payments such as 
$5.00 instead of $5.69 or $3.50 instead of $3.43? Pre- 
determined Round Figure Payment Charts are now avail- 
able which make this possible, even with add-ons. 

Round figure payments speed up the payment windows. 
You can hand out dollar bills and half dollars, instead of 
quarters, dimes, nickels and pennies, without having the 
customer hold up the line while she counts her change. 

(c) Do you have plainly marked on your payment book 
or coupon book the amount of the contract, the amount 
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of each payment, and when each payment is expected? 
This eliminates many an argument on the part of a hard- 
up customer who is looking for an excuse. 


3. Placing the Account on the Ledger Card 
(a) Is your card so arranged that your analyst can see 
the payment situation at a glance? Predetermined pay- 


ment dates will save many hours’ time in this work and 
eliminate errors. 


(b) Is space provided alongside each payment line, 
for the quick coding of collection messages so that your 
analyst can see what has been done and can quickly deter- 
mine the next step to take? 


(c) Are your ledger cards filed alphabetically, numeri- 
cally, or first by due date and then numerically? The last 
method is the one now in general practice for reasons 
which will be given in a later article of this series. 

(d) Is it necessary for your analyst to look at every one 


of a hundred cards to find the fifteen to twenty delinquents 
in that 100? 


Many organizations use visible equipment even with 
machine posting to get away from this terrific waste. 


4. Collection Stages 

(a) Do you still use the old style imitation type- 
written collection letter with the name and amount filled 
in? 

They are slow in handling, must be checked back un- 
less you gamble on amounts being correct, and many times 
cause resentment on the part of the customer who thinks 
you have singled her out for personal attention. 

Printed collection notices covering most of the stages 
up to legal—such as Colvelope with return envelope at- 
tached, and others—have proved over a period of time to 
be just as effective in collections, with a great saving in 
clerical labor and a greater saving of over 50 per cent in 
postage. 

(b) Do you have the idea that return envelopes on col- 
lection letters will keep customers out of the store? 

Have you considered that a customer who needs a col- 
lection notice is staying out of the store and purchasing 
somewhere else, probably for cash? A return envelope 
might bring the payment and a later visit to purchase. 

(c) Do you have men dictating all day long—letters 
that could be typed from form letters with far better 
grammatical construction than free dictation allows? 

Some organizations, by this plan, have cut down the 
number of letters needed to as low as 15 per cent of the 
number originally dictated—not including rigid form let- 
ters used in the first stages. 
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5. Methodical Collection Follow-Up 


(a) Do you have your collection follow-up on a sched- 
uled methodical basis week in and week out, to insure 
economy of time in clerical operation and a scheduled 
time of approach to each delinquent customer on the basis 
of the delinquency ? 

Your association maintains after investigation that 75 
per cent of all bad debt accounts could have been collected 
if prompt collection action had been taken before the sec- 
ond delinquent payment had become due. In other words, 
educate your customers through methodical follow-up to 
pay promptly. 

It is, many times, impossible to take a big bite out of 
any method of doing a job, but it must be remembered 
that if you have twenty operations, the cost of each being 
5 per cent of the total, and you can cut the cost of each 
by 20 per cent, you have made a total cut of 20 per cent 
in your operating cost. 

It is also well to consider carefully the fact that install- 
ment accounting is the same thing over and over each 
working day and, with anything of that nature, analysis 
of each small operation will bring to light some small 
saving that has been overlooked. 


(Editor’s Note: Article No. 3 of the series on Install- 
ment Accounting, covering Installment Accounting and 
Straight Line Production, will appear in the February is- 
sue of The Crepir Wor LD.) 

















Scores of department stores 
now using Rand McNally 
“coupon cash” are enthusi- 
astic about the results! 


These 
little books 


CUT 
CREDIT 
LOSSES 


They report that these Budg- 
et Coupon Books provide a 
practical, friendly system of 
credit control. They find this 
new kind of money not only 
stimulates customer buying, 
but also saves costly book- 
keeping. 

Rand McNally Budget Cou- 
pon Books are issued in all 
convenient amounts—f rom 
$5.00 up. Your customers 
pay 20 or 25% down, and 
the balance in easy monthly 
installments. 











The dependability and accuracy 
of Rand McNally Coupon Books 
have been demonstrated by ac- 
tual use. For further informa- 
tion and samples, write Dept. 
CW-1, Rand McNally & Com- 
pany, 536 South Clark Street, 


RAND 
MSNALLY Sg jt ent are 
BUDGET COUPON BOOKS 
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A PROVEN 


Collection Tool! 


What? In 3 Years 


Colvelope Has Grown from 


One customer and an order of 10,000 col- 
lection letters to 


customers in Florida — Seattle — 
Maine — and California — with 


a monthly production approximating 1,000,000 


Where? Banks 


Department Stores 
Finance Companies Furniture 
Industrial Companies Florists 
Personal Loan CompaniesJewelry 
Public Utilities Radios 

Washing Machines 





Retailers 
Auto Accessories 
Credit Clothing 





From first to last steps in collection. 
(customers use as high as 25 different 
letters ) 





H. ? Collection work is 85% repetitive. Practi- 

Ow: cally all customers RESENT “personal col- 
lection letters.” 
Colvelopes are used for every type of col- 
lection letter from first reminder, a 
broken promises, collectors’ calls, N. 8S. F. 
checks, cancellation of accounts to and in- 
cluding legal action. 





Colvelopes reduce outstanding receivables. 

Cut postage costs ONE-HALF to TWO- 
THIRDS. 

Speed—eliminate time-taking clerical opera- 
tions. 

Eliminate typed and multigraphed letters 
costing 5c to 25c each. 

Neat appearance. Look yours over just be- 
fore mailing. 

Extend courtesy of return envelope to cus- 
tomer. 





Colvelopes are used by three large office 
appliance companies—Remington, Royal and 
Underwood. Largest department stores— 
Bamberger, Bloomingdale, Gimbel, Lytton, 
Hovey, Donaldson, Golden Rule, Joske, 
Titche-Goettinger. Chain clothing such as 
National, — Levy. Banks all over the 
country as well as public utilities. 


Who? 
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WASSELL ORG. 
342 Madison Ave., New York City 


Please send me full information on Colvelope. 


Number Open Accts. ~...~-~- Number Installment Accts. 








Consumer Installment Debt Control 


By DR. CLYDE WILLIAM PHELPS 


Head, Department of Economics and Commerce, University of Chattanooga, 
Chattanooga, Tenn. 


FOREWORD 


HE present study is devoted to only one of the 

many abuses and disadvantages connected with the 

institution of consumer installment credit. This is 

the chief problem concerned—the tendency of uncon- 

trolled installment credit to involve a significant portion 
of families in indebtedness beyond their ability to pay. 

The existing system of control, if it can be so desig- 
nated, rests upon the self-interest of con- 
sumers and dealers, which too often proves 
inadequate to protect a multitude of fami- 
lies from being plunged into a nightmare 
of overindebtedness. 

This criticism cannot be offset by the 
well-known stock arguments to the effect 
that installment credit does not cause or 
intensify depressions, does not result in 
bad debt losses and extra expenses suf- 
ficient to bankrupt an excessive number of 
dealers, and benefits more consumers than 
it harms. Even if all this were so, it is still 
true that an appreciable section of Amer- 
ican families suffer net disadvantages 
from overindebtedness on_ installment 
accounts. After all, it was not consid- 
ered necessary that at least a majority of drivers and 
pedestrians would have to be injured in order to justify 
drivers’ license laws and other measures of social control. 

Steps toward attaining some measure of consumer in- 
stallment debt control most certainly will be taken to re- 
lieve the present chaotic conditions. But they should be 
made only after careful exploration of the possibilities so 
that consumer protection may be achieved without unnec- 
essarily hampering business efficiency. An attempt at such 
exploration is presented in the following: 


The Chief Problem—Involvement in Debt 
The Debt Problem Raised by Installment Credit 


We are interested here in only one of the many prob- 
lems raised by the expansion of consumer installment 
credit—the tendency to involve consumers beyond their 
ability to pay, to overload the buyer beyond his means, to 
undermine the solvency of the family. 

To consider all of the abuses and problems resulting 
from the uncontrolled use of consumer installment credit 
thoroughly would require not one but many studies. The 
present study, therefore, is restricted to the chief problem 
arising from lack of control in the creation of installment 
indebtedness. 

Some data from recent government studies on consumer 
purchases and from private investigations may throw 
some light on the tendency of many families to become in- 
volved in installment debt, and the limited capacity of a 
large section of the public to assume such debt while pur- 
chasing a minimum supply of food, shelter and clothing. 
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The Neglect of the Consumer Installment 
Debt Problem 


It is interesting to note that the efforts, both legislative 
and otherwise, thus far made do not strike directly at the 
chief problem of the involvement of the family in debt, 
but have been concerned with what might be regarded as 
the ordinary abuses or secondary problems raised by the 
growth and spread of installment selling. 


The Family’s Purchasing Power 
Is Limited 

The Consumer Purchases Survey, re- 
cently made by the U. S. Departments of 
Labor and Agriculture at a cost of seven 
million dollars, constitutes the most ex- 
haustive and authentic research into fam- 
ily incomes and expenditures. Its find- 
ings will suggest some rather sober con- 
clusions to all who are interested in con- 
sumer credit.* 


1. Most Families Had Expenditures in 
Excess of Their Incomes 

Substantially more than one-half of the 
native-white, non-relief families (those 
having incomes of less than $1,750 per 
yeart) were spending more than their annual incomes for 
cash, open account, and installment purchases. 

Families in the income group of from $500 to $750 re- 
ceived an average income of $626 but spent $830, ending 
up the year with an average deficit or debt owed to credi- 
tors of $204. Those in the $750-$1,000 group averaged 
an income of $903 but spent $1,016, finishing $113 deeper 
in debt to credit granters. The $1,000-$1,250 group got 
an average income of $1,103, spent $1,165, exceeding 
their incomes by 6 per cent or $62. The $1,250-$1,500 
group spent 2 per cent, or $29 more than their $1,324 
average income, and the $1,500-$1,750 group almost 
lived within their $1,602 average income. 

In brief the vast majority of native-white, non-relief 
families were, by the use of open account and installment 
credit, securing goods and services in excess of their in- 
comes and incurring indebtedness to consumer creditors. 

The final liquidation of this indebtedness may mean 
only a small average bad debt loss to creditors (although 
it turns out to be excessive for many) but it means worry, 
impairment of efficiency and happiness, and financial em- 
barrassment in a majority of homes—and actual insol- 
vency, ultimately, of a multitude of families. 


*The data presented are those for the Chicago study which 
has already been released and may be regarded as quite 
typical for the nation. The period covered was 1935-1936. 

tHalf of the families in Chicago have annual incomes over 
$1,446; half have incomes under $1,446. This is considerably 
above the median income of the families of the nation as a 
whole, which was $1,070. 
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2. Most Families Keeping Expenditures Within Incomes 


Operate on a Thin Margin 

But how about the remaining small proportion of our 
families in the higher income groups where incomes do 
exceed expenditures? Most of these fall in the $1,750- 
$2,500 group (less than 13 per cent of all the families in 
the United States get over $2,500) and their incomes ex- 
ceed their expenditures by only a small margin. 

Families in the $1,750-$2,000 group ended up the year 
with only $42 ahead on the average. Those in the $2,000- 
$2,250 group spent only $87 less than their incomes, and 
the $2,250-$2,500 group saved but $98. 

It must be apparent that such families, even though not 
actually exceeding their incomes, can by any slight emer- 
gency (sickness, accident, unemployment, etc.) be easily 
thrown into financial embarrassment which would be in- 
tensified by any installment indebtedness calling for speci- 
fied periodic payments. 


3. Many Families Can Pay Installment Contracts Only 
At the Expense of Food and Shelter—or of 
Open Account Creditors 

A significant fact revealed by the Consumer Purchases 
Survey is that in the case of a large proportion of families, 
installment purchases could be paid for only at the expense 
of either food and housing or open account creditors. 

For example, the families at the bottom of the scale 
spent an amount for food and housing alone equal to 101 
per cent of their incomes. They secured more than just 
food and housing (these items were equal to only 76.6 per 
cent of their total expenditures), of course, using credit— 
incurring heavy indebtedness. 

These extra purchases can be paid for only by the fam- 
ily depriving itself of adequate food and shelter or by cer- 
tain creditors losing—and the installment creditor is well 
protected against the others. This statement must natu- 
rally hold true, not merely in the case of the families at 
the bottom of the scale, but for the majority of families 
in the country which, as we have seen, had expenditures 
in excess of their incomes, i.e., did not receive enough to 
pay all their creditors. 

Someone will have to wait unduly long for his money, 


or will not get it at all, but it will not be the installment 
creditor. 


The Installment Debt Problem 
Must Be Controlled 
The Security of the Family Is of Prime Importance 
There has been much discussion of social security, na- 
tional security, and so on. But the security or solvency 


of the family must be regarded as being of outstanding 
importance. 


The Business Viewpoint Must Give Way to the 
Social Viewpoint 

1. The business viewpoint regards installment debt 
problem only in terms of the bad debt loss to the firm. 

2. The social viewpoint measures the installment debt 
problem by the number of families involved in financial 
embarrassment or insolvency through installment in- 
debtedness. 

A bad debt loss (of 1 per cent, for example) from one 
point of view represents merely an ordinary expense of 
business to be made up by increasing prices to consumers 
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or by effecting economies. From another point of view, 
this same bad debt loss of the firm may represent the 
plunging of 1,000 or 10,000 or more of its customers in 
debt beyond their ability to liquidate, with resultant re- 
possessions, agonizing worries, and painful losses or dep- 
rivations in a multitude of homes. 


Families may meet their installment payments while de- 
faulting on open account or other debts, or even depriv- 
ing themselves of adequate food and clothing. 

The consumer installment debt problem is not going to 
be settled on the argument of “averages.” 

1. The “on the average” argument is misleading. 

On the average, the effects of installment selling upon 
both business and the consumer may indeed be such that 
the advantages apparently far outweigh the disadvantages. 
But this leads to misleading conclusions. 

The average bad debt loss reported for installment busi- 
ness covers up the fact that some firms have little loss 
while others experience losses so important as to wipe out 
profit, cripple the firms, or cause bankruptcy. The install- 
ment merchant may suffer no loss, but his sale may so dis- 
organize the family budget that losses are registered in 
open accounts of other merchants. 

The experience of the average consumer (or rather con- 
sumers as a whole) covers up the fact that while some de- 
rive only benefits from the use of installment credit, others 
are plunged into a nightmare of debt with consequent 
destruction of family welfare and happiness, impairment 
of working efficiency, financial loss, and often insolvency 
or bankruptcy. 

2. The minority must be protected. 

Consumer installment debt may wreak havoc only in 
the case of a minority of families, but this is sufficient to 
call for its control. 

Only a trivial percentage of automobile drivers and of 
the pedestrians exposed to automobile traffic is killed or 
injured each year, but this has not proved to be a valid 
argument against the enactment of drivers’ license laws 
and other measures of control. 


The need for installment debt control is not going to be 
avoided by arguments based upon conditions in a partic- 
ular part of the field. 

1. Consumer installment debt covers more than just 
one particular field, line or trade. 

A peculiarity of the installment seller is his tendency 
to view installment selling as comprehending only his 
particular trade. Thus, the sales finance company repre- 
sentative in defending installment selling from claims of 
abuses and against the imposition of social control, speaks 
with the example of automobile installment selling in 
mind and is oblivious of the abuses of installment selling 
in the low grade jewelry line and the “borax’’ furniture 
trade. 

Again, most installment sellers seem aware only of the 
retail installment business and not conscious of the con- 
sumer installment debt on homes, and so on. 

2. Consumer installment debt must be considered as a 
whole. 

Installment dealers, although they tend to refuse to 
recognize it, must come to realize that they are all in the 
same boat. The tendency of installment sellers in one 
line to ignore or look down upon those in other lines 

(Continued on page 30.) 








“Credit Control” Is Still the 
Most Important Retail Credit Problem! 


According to 66.7% of those who answered the annual question: 
“What Is the Most Important Retail Credit 
Problem for the Coming Year?” 


annual question—‘What Is the Most Important 
Retail Credit Problem for the Coming Year ?”’—put 
“Credit Control” as the major problem. 
The answers came from all parts of the United States 
and Canada, and this year, more than ever before, from 


SOR the third consecutive year, the responses to the 








Most Important Problem? 


Credit Control ........... 66.7 per cent 
Credit Sales Promotion ... 13.9 per cent 
“Scattering” Answers .... 19.4 per cent 


More Comments in February Issue 











men in all lines of business, and 66.7 per cent of those an- 
swering said “Credit Control.” Many particularly 
stressed Installment Credit Control. 

Credit Sales Promotion again came second with 13.9 
per cent while scattering answers accounted for the re- 
maining 19.4 per cent. 

Most of the replies putting “Credit Control” first are 
printed in this issue. The balance of the replies will be 
published in the February issue. 


Credit Control 


I think the important retail credit problem for 1939 is 
divided into 3 parts: 

1. To keep credit terms down. 

2. To follow collections closely. 

3. To learn what credit business costs the retailer. 

This answer in my opinion applies with equal force to 
both Charge and Installment business.\—R. E. Bayuis, 
Credit Manager, T. Eaton Co., Ltd., Toronto, Canada. 

7 * * * * 

In approaching the problems of our credit structure for 
1939, my observation is that we should, through the in- 
strumentality of our associations, investigate and purge 
the abuses of credit practice. An attempt should also be 
made to eliminate all competition in credit terms and 
carrying charge rates on installment sales.—Frep Bar- 
TON, Assistant Treasurer and Controller, W. H. Sawyer 
Lumber Company, Worcester, Mass. 

* - * * 

In my opinion, one of the most important retail prob- 
lems for 1939, if not the most important, is the bringing 
about of sound retail credit terms through effective com- 
munity credit policies with regard to installment selling. 

It has been found that retailers generally favor an im- 
provement in terms, but in many communities, reduction 
of terms has been difficult because of the lack of coopera- 
tion shown by some retailers. 
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Certainly, there are plenty of statistics available to 
prove that excessive terms show an increase in reposses- 
sions, operating costs, etc. 

One of the virtues of man is pride of ownership. If the 
consumer has not sufficient equity in the merchandise 
bought to give him that pride, his sense of obligation is 
vitally decreased.—J. ARTHUR H. Barker, Credit Man- 
ager, Rudge & Guenzel Co., Lincoln, Neb. 


« * * * * 


Answering your letter of December 8, I herewith sub- 
mit my answer to the question contained therein. 

In my opinion, the most important retail credit problem 
is not only for 1939, but a problem which threatens the 
entire structure of retail credit—that is, there should be 
some means devised to curb the present trend of contin- 
ually liberalizing credit terms which are becoming very 
dangerous and fast reaching a stage where they are ridicu- 
lous.—S. F. Bock, Credit Manager, Levy Bros., Louis- 
ville, Ky. 


* ” + * * 


The prospects for 1939 seem brighter, and business 
will be on the upswing with labor demanding a higher 
scale, therefore the desire to replenish rundown wardrobes 
and homes will be great. 

In my opinion, “The Most Important Retail Credit 
Problem for 1939” will be for the credit manager to see 
that the desire to buy does not overshadow the customers’ 
ability to pay, as is usually the case when business looks 
better. Encourage buying up to that point—K. W. 
Story, Credit Manager, The Christman Dry Goods Co., 
Joplin, Mo. 


* * « * 7 

I can think of no Retail Credit problem for 1939 other 
than those that we have had in the past. 

It will be as before, necessary to make the most careful 
and correct analysis of each credit application that you 
put on your books and try to outline the future of each 
applicant to the extent that your collection percentages 
will not decrease, but be better in the coming year. 

It will also be important to not lose sight of the advan- 
tages of keeping each customer’s good will at all times.— 
Z. M. Hawk, Credit Manager, Sanger Bros., Dallas, 
Texas. 

o * . * * 

In my mind the most important problem pertaining to 
retail credit for 1939 is “How far department stores and 
men’s and women’s specialty stores will go in selling wear- 
ing apparel on Budget Plan without a legitimate carrying 
charge’; also “the necessary control in Club Plan buy- 
ing.” —H. Fievper, Credit Manager, D. H. Holmes Co., 
Ltd., New Orleans, La. 
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The most recent retail credit problem I have encoun- 
tered, and I have reason to believe it will be a difficult one 
during 1939, is the personal loan problem. 

When customers for whom we have co-signed for per- 
sonal bank loans come in to add further charges to the ac- 
count before said loan is paid, I find it most difficult to 
retain their good will and re-sell them on our lay-away 
plan or for cash—CLara E. Haney, Credit Manager, 
Herzbergs, Omaha, Neb. 


e * * *& & 


My suggestion is as follows: That sufficient informa- 
tion be had on the initial application of the credit applicant 
to assure the creditor of almost a practical impossibility 
to lose track of the party. Also, that all accounts which 
are not promptly paid on due date be suspended from any 
further charges being made until the account is paid, re- 
gardless of the standing of the party owing the account.— 
HENRY Martin, Credit Manager, Halliburton’s, Okla- 
homa City, Okla. 


* * *&* *& & 


The most important retail credit problem for 1939 
is: To help educate the nation that “income must equal 
outgo.” The nation must think of saving, not wasting; 
paying and not delaying. Let’s set our credit policies and 
then follow up our collections in a way to drive home 
these fundamentals to the huge army of 1939 credit users. 
—E. Ray Siver, Division Credit Manager, Socony- 
Vacuum Oil Co., Saint Louis. 


. * * * * 


Credit control and the development and promotion of 
both inactive and new charge accounts are, in my opinion, 
the most important retail credit problems for 1939. 

A credit department, I feel, should not only be a de- 
partment for the extension of credit but one whose func- 
tion is to increase volume, promote charge sales and build 
good will and at all times use every effort to reflect to the 
credit of the institution which we may represent.—SIDNEY 
Marks, Credit Manager, The Vogue, Chattanooga, 
Tenn. 





” * * * * 


In my opinion, the collection of “Soft Goods” accounts 
on the no down payment basis looms as the big Retail 
Credit Problem for 1939. This problem can be kept from 
assuming major proportions, however, if the applicant— 
usually in the lower income bracket—can be educated by 
the Credit Manager not to obligate himself beyond his 
capacity to pay. 

Once the account has been opened, close follow-up col- 
lection procedure is necessary and the customer should 
not be allowed to purchase promiscuously, increasing the 
account to an amount beyond his financial responsibility. 
—F, J. Firzparrick, Manager of Credit Sales, Kresge 
Department Store, Newark, N. J. 

oe we oS 

My impression of the most important retail credit prob- 
lem for 1939: A liberal policy in extending credit, but a 
firm policy in enforcing payment.—Epcar I. AMTHoR, 
Director of Accounts, L. Bamberger & Co., Newark, N. J. 


+ * aa * * 


Be careful of over-expansion of credit in periods of busi- 
ness progression. Do not overload the customer in the 
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drive for more volume. The year 1939 seems to promise 
good retail volume and the retail credit man’s problem 
will be to steady the ship and be watchful of over-expan- 
sion of credit—Ww. E. Gass, Vice-President & Treas- 
urer, Cottrell Clothing Company, Denver, Colo. 


* * * * + 


The most important retail credit problem for 1939, in 
my opinion, is the confining of retail credit extension on 
perishable goods, generally referred to as soft merchandise, 
to safe channels. 

It is generally conceded that credit extension is a legiti- 
mate and effective vehicle for the promotion of retail 
business, if properly controlled. It is not-a commodity, 
however, that should be sold instead of merchandise, and 
if competition in credit terms continues to be indulged in 
indiscriminately, as seems to be the situation now, the re- 
sult in the final analysis can be likened to a runaway horse 
who gets the bit in his mouth and remains uncontrolled 
until a smash-up occurs—Hernry M. Dott, Sr., Man- 
ager, Dept. of Charge Sales, Desmond’s, Los Angeles, 
Calif. 

* * . * * 

It seems to me that the most important problem in re- 
tail credit today is the study of all applicants, their gen- 
eral history, character, ability to pay and their paying 
habits. 

The economic conditions make the permanence of place 
of employment a most difficult fact to determine so that 
character as always is an outstanding requirement.— 
Mary A. Huppy, Credit Manager, E. W. Edwards & 
Son, Rochester, N. Y. 


* * * * * 


In my opinion, this most important problem is terms of 
sale and the refusal of credit to customers who do not pay 
invoices according to the terms of sale used. 

More trouble can be developed by extending too much 
credit, payable over too long a period, than by any other 
one thing. Contrary to the belief of most salesmen, re- 
quiring prompt liquidation will make more friends than 
enemies.—F. H. BowMAN, Manager Credit Department, 
Pure Oil Company, Chicago. 


* * * * 


Overbuying—because sales management, advertising 
and credit terms have eliminated sales resistance in the 
consumer ; the problem is now up to the director of credit 
sales to keep his accounts receivable in a saleable condi- 
tion. Educate your customers not to overbuy, know their 
purchasing power, keep them paying continuously, feeling 
free to come into your store often.—J. D. Henperson, 
Assistant Secretary, Mayer Israel & Company, Inc., New 
Orleans, La. 

. oe . * * 

The retail credit man will be put to a crucial test dur- 
ing 1939, and whatever direction business takes his course 
must be charted accordingly. 

If sales spurt ahead and unemployment decreases, too 
rapid an expansion must be guarded against. On the 
other hand, if recession continues receivables must be kept 
liquid by conservative credit extension and close con- 
trol of collections—J. D. Kemper, Credit Sales Man- 
ager, Mandel Brothers, Chicago. 


(To Be Concluded in February Issue.) 











HE old year has drawn to a close! Man, through 


the ages, has ever turned backward at this season, 

to gaze from his lonely hilltop down the long road 
of the past twelve months. So shall we! For it is only by 
such retrospection we can hope to build a firm foundation 
for our Division of the National Retail Credit Associa- 
tion, and to continue along the smooth fairway. 

We are a new organization—so it will be well to put 
before you who read a brief outline of our work during 
the past year. Twelve months ago the Credit Women’s 
Breakfast Clubs of North America was only six months 
old, a baby organization. Under the able guidance of its 
first President, Avadana Cochran of Bremerton, Wash- 
ington, it progressed by leaps and bounds. 


_” Policies were clarified, much extension work done. 
“Every town in the United States and Canada of over 10,- 
000 population was contacted at least once. Out of those 
contacts came interest that is turning into action. 

This Christmas saw one hundred clubs organized, sixty- 
five of that number affiliated with the International. 
June was convention time in Pittsburgh. One-tenth of all 
the delegates at the N. R. C. A. Convention were Break- 
fast Clubbers! A constructive program was outlined by 
that convention for the second year of the existence of the 
C. W. B. C. of N. A. 

One of the most important accomplishments of the 
Clubs is the Educational Program. Our Constitution and 
By-Laws require that a Study Course be given each year ; 
and this particular course, prepared by Avadana Cochran 
and her committee, is offered free to all affiliated clubs. 

The emblem adopted by the International resembles 
somewhat that of the N. R. C. A. It is a shield of gold, 
showing the map of North America in the center, the let- 
ters CWBC of NA surrounding this insignia, and the 
book of knowledge and chain of friendship above and be- 
low. 

The thanks of the entire organization go to the men 
throughout the whole country for their wonderful co- 
operation. Without their help our pathway would have 
been rough. They have given freely of their time and 
counsel and have smoothed out many a bad spot for us. 

The officers of the Credit Women’s Breakfast Clubs of 
North America would like to visit each city without a 
club, and point out the advantages of such an organiza- 
tion and its part in the credit world. Our members are 
the assistants, the foundation stones of the credit office. 
Helping them to find themselves helps the whole credit 
fraternity. 

My fervent hope is that all credit men and women will 
see the great benefits to be derived from such organiza- 
tions, and will assist in the formation of new clubs, so that 
we may bring to the San Francisco Convention delegates 
from clubs all over the United States and Canada. 
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A Message to Breakfast Clubbers 


By MISS MARION O. BROOKS 


Credit Manager, Belisles, Baton Rouge, La; President, Credit Women’s 
Breakfast Clubs of North America 


To all Breakfast Clubbers everywhere: What the 
New Year holds in store I do not know. But if we ever 
keep before us our Creed of “Faith, Vision and Courage,” 
I do believe that it will be full of new adventures and 
new opportunities. My best wishes for a Glad New 


Fant 
Year! ~>e~ 


What Members Think of Our 
New Code of Ethics 





SCHUSTER'S 


[ - 
| x 1 
[——$__—___. | Feea3 By ~ MiwAUMEL WCRI 


December 14, 1938. 


Wr. le Se Crowder, 

Ceneral vanarer-Treasurer, 

National Retail Credit Association, 
Olive Street, 
Louis, ¥issouri. 





e five cx 





We are using the suggestion made 


in the last issue of the Credit World 
and hanging one of these Signs over 
each interviewer's desk. 


Yours sincerely, 


SS an 


Erwin Kant, 
General Credit Manager, 
Ed, Schuster & COc, Ince 





THE JOSEPH CARABELLI Co 


CEMETERY MEMORIALS 


12317 fucuoavenve 


CLEVELAND 
Dec. 19, 1938 


National Retail crea 
1216 Site gees edit Association 
St. Louis, Missouri 


Gentlemen: 


We are enclosing her 

e 1g herewith twenty fi 
Of Etnies ee gor the text of the nen Cone 
Soc aeeine a in the December issue of 


Mey we express our th 
; u nanke for maki 

a 4 Ethics available in such y Ae 
may be framed and hung in our office 


Very truly yours, 


THE JOSEPH tte co. 
y/ J.C.CARABELLI gr, a 
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The Barometer of 


Retail Business 


Sales and Collection Trends 
November, 1938, vs. November, 1937 


Compiled by Research Division, National Retail 
Credit Association 


Arthur H. Hert, Research Director 
* REDIT sales decreased 1.1 per cent during No- 


vember, collections 0.6 per cent and total sales 

2.0 per cent, as compared with November, 1937. 
These decreases were generally due to unemployment and 
unseasonable warm weather and strikes. 

Small increases were noted in 37 cities in credit sales 
and 39 cities in total sales. Thirty-seven of the 61 cities 
reported decreases in either collections, credit or total 
sales; while 11 cities reported decreases in all three. 

High-lights of the monthly analysis are shown in the 
tables below: 








High-Lights for November 


61 Cities reporting. 
22,055 Retail stores represented. 


COLLECTIONS 


33 Cities reported decreases. 
0.6% Was the average decrease for all 
cities. — 
10.0% Was the greatest decrease (Lewis- 
ton, Ida.) 
23 Cities reported increases. 
15.0% Was the greatest increase (North- 
ampton, Mass.). 
5 Cities reported no change. 


CREDIT SALES 


20 Cities reported decreases. 
1.1% Was the average decrease for all 
cities. oT RTA, 
15.0% Was the greatest decrease (Lewis- 
ton, Ida.) 
37 Cities reported increases. 
20.0% Was the _ greatest 
(Charleston, §S. C.). 
4 Cities reported no change. 


TOTAL SALES 


20 Cities reported decreases. 

2.0% Was the average decrease for all 
cities. Ae a 

Was the greatest decrease (Lewis- 
ton, Ida.). 

39 Cities reported increases. 

Was the greatest increase (Deca- 
tur, IIl.). 

2 Cities reported no change. 


increase 
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To the 
CREDIT MANAGERS 
of AMERICA 


Hundreds of stores now get 
Credit Bureau Rating Reports 
in Minutes instead of Hours 











N MANY CITIES today full reports come through 
on credit bureau inquiries within 5 to 30 minutes. 
Credit information and ledger experience, in writing, 
is on the credit manager’s desk in minutes rather than 
hours or days. 

This almost magic speed-with-accuracy is now pos- 
sible, at small cost, when the credit bureau and its 
subscribers are equipped with a TelAutograph 
Instant-Action Message System. 

On the compact TelAutograph transmitter the credit 
clerk writes the credit applicant’s name, address and 
references. Instantly the written message appears on 
the paper strip of the TelAutograph receiver in the 
credit bureau office. In the same way the bureau’s 
information is transmitted to the subscriber. It is all 
in identifiable handwriting, for recording and filing. 
Thus, by fixing responsibility for errors, it encourages 
greater care by clerks. 

Is it any wonder that bureaus and subscribers in 
many cities have adopted the TelAutograph System 
to replace the slower, less accurate methods of com- 
munication. TelAutograph’s small monthly rental is 
often absorbed many times over by the obvious sav- 
ings and protection that speed and accuracy bring. 

FREE SURVEY! To credit 
managers and credit bureaus. 
A TelAutograph engineer 
will gladly analyze your credit 
inter-communication needs, 
show you how your system 
can be smoothed out and 
greatly speeded up, and 
how little this new efficien- 
cy costs per month. Write 
today for this free survey— 
free of cost or obligation. 
TelAutograph Corporation, 
16 West Gist Street, New 
York City. 


TLAnitogna 


INSTANT-ACTION MESSAGE SYSTEM - 





First Aid to Credit 
Information Efficiency 














New National Memberships Continue Increase 


ECEMBER brought some very gratifying reports 
of new members from local associations through- 


out the United States and Canada, as you will 


note from the table below. New York City sent in 10, 
continuing in first place. Portland, Ore., reported 40, 
moving into third place. San Francisco sent in 8, moving 
up to fourth place while Spokane, Wash., with 24 new 
members, took fifth place. Pittsburgh, Pa., reported 5 
new members and Los Angeles, Calif., 6, putting them 
in sixth and seventh places, respectively. 

In addition, three new National units were formed dur- 
ing December: Trail, B. C.; Seminole, Okla.; and 
Wenatchee, Wash. 

Local units reporting 10 or more new National mem- 
bers for the period of June 1 to December 31 inclusive 
are: 


ee ee eee: 
Washington, D.C. . . eT ae 
Portland, Ore. . ee eae ie ee 
San Francisco, Calif. er ae ee oe 34 
SS ee 
Pittsburgh, Pa. . . . oe ea oe 31 
es) 
*Trail, B. C. (Camada) ...=.. . 30 
RU 5 Gc we sll eC 
*Fort Dodge, Iowa... a ae 26 
Baltimore, Md. . . . se ts ts ew 24 
eA eg mw. me 23 
Me 
Calgary, Alberta (Canada) . .. . 20 
Ot, Beers, GMO. lll ll tl 18 
ee ee 18 
Des Moines, Iowa . Eo Se a. 15 
Edmonton, Alberta (Canada) ae a 14 
Indianapolis, Ind. . . kee 
a i | 
*Bay City, Mich. . . Wt RE 4s 2 10 
lemepem, Gem .. «+ = ss veo 
Wyvemeeee, Wee. « «+ sw st te 10 





*New National Units since Convention. 


Membership Blank 


National Retail Credit Association 

1218 Olive St., St. Louis, Mo. 

I hereby apply for one year’s membership in your 
Association, subject to acceptance by you and by 
your recognized unit in this locality. I enclose $5.00 
which I understand entitles me to all the privileges 
of membership, including a year’s subscription to 
“The Credit World.” 


ee | 


er 


Recommended By 


| 
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New National Unit at Trail, B. C. 


A new National unit has been organized at Trail, B. C., 
a city of 10,000. When sending in 30 new National 
memberships, Mr. J. O. Southworth, Manager of the 
Trail Credit Bureau, wrote: 

“We hope to report a membership of 45 before the end 
of January. I have worked hard along this line and | 
am sure that continued success rests largely on the persist- 
ency of the messenger from the National Retail Credit 
Association (The Crepir Wor.tp). It helps our mem- 
bers to assume a broader outlook on this credit world of 
ours and its instructive messages certainly mean money in 
the tills of our members.” 

* * * 


Wenatchee, Wash., Goes “National’’ 


Miss Gertrude A. Austin, Secretary of the Wenatchee 
(Wash.) Business Men’s Credit Association, has organ- 
ized a National unit of 10 members. 

* * * 


A New Member in South Africa 


During the past month we received the National mem- 
bership of Bradlow Stores, Ltd., Johannesburg, South 
Africa. With members also in Canada, England, Aus- 
tralia and New Zealand, the Association is justifying its 
slogan: “National in Name—lInternational in Scope.” 

$2 


Seminole, Okla., has the latest National unit, 10 new 
National members having been sent in by Mr. C. C. Reid, 
Secretary-Manager of the Seminole Retail Merchants As- 
sociation. 

— x. 

The Tekoa, Wash., National unit, which was organ- 
ized last March with ten members, now numbers 19, Mr. 
G. A. Fitzpatrick, Manager of the Tekoa Credit Rating 
Association, having sent in nine more during December. 


6" 


Warning! 

In January, 1938, we received from Glendale, Calif., 
the application of the Brooks Clothing Company, Milton 
Z. Mende, Credit Manager, paid by a check signed 
Milton Z. Mende, drawn on the Bank of America, Na- 
tional Trust & Savings Association, Vermont and 48th 
Streets Branch, Los Angeles. It was returned, marked 
“Not Sufficient Funds.” Membership was cancelled upon 
the failure of Mende to pay the check. 

On December 28, we received a call from the Windsor 
(Apartment) Hotel, Saint Louis, alleging that, under 
date of December 17, Milton Mende had cashed a check 
for $37.60, signed by him and drawn on the Bank of 
America, National Trust & Savings Association, Oakland, 
Calif., which check was returned marked “Account 
Closed.” He is alleged to have presented, as identifica- 
tion, membership card of this Association. 

Prior to return of check, he is alleged to have left the 
hotel without notice, leaving an unpaid hotel bill. The 
following description was furnished by the hotel: Short 
in stature, light wavy hair, wears glasses; approximate 
age 35; has wife and two-year-old daughter. 
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Register Now--for 27th Annual Convention 
of 
National Retail Credit Association 
Associated Credit Bureaus of America, Inc. 
Credit Women’s Breakfast Clubs of North America 
JUNE 20, 21, 22 and 23, 1939 


The rates shown below are GUARANTEED. No one need fear being held up during the 
National Convention in San Francisco 
HOTEL RATES 


wr we Ww 





HOTEL Single (Per Day) Double (Per Day) Suites (Per Day) 
(Double Bed) (Twin Beds) 

*PALACE $4.00 to $7.00 $6.00 to $ 9.00 $7.00 to $10.00 $12.00 to $20.00 
ST. FRANCIS 4.00 to 8.00 6.00 to 10.00 7.00 to 12.00 14.00 to 16.00 
SIR FRANCIS DRAKE 4.00 to 7.00 6.00 to 9.00 7.00 to 10.00 14.00 to 20.00 
BELLEVUE 5.00 6.00 10.00 
DRAKE-WILSHIRE 6.00 7.00 
EL CORTEZ 3.50 to 4.00 4.00 to 5.00 5.00 to 6.00 10.00 to 12.00 
MANX 3.50 5.00 6.00 
STEWART 3.00 to 3.50 4.50 to 5.00 5.00 to 6.00 7.50 to 10.00 


*Note: The PALACE HOTEL is Convention Headquarters and will probably be sold out 
by the end of January. (Only 250 rooms available.) All other hotels are within ten minutes’ 


walking distance. 


This Announcement Sponsored by 
THE SAN FRANCISCO CONVENTION COMMITTEES 


This Is Your 
Hotel 


To: J. E. Noonan, Chairman, Hotel Committee 
15 Stockton Street, San Francisco 
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College President Teaches 
Battle Creek’s Credit School 


By R. W. MATTHEWS 
Manager, Merchants Credit Bureau, Battle Creek, Mich. 


members a definite need for a more thoroughgoing 

study of retail credit fundamentals, the Retail 
Credit Managers’ Association of Battle Creek decided 
to offer a systematic study course in this most important 
phase of our modern business life. 


‘ EELING that there has long existed among its 


In casting about for a suitable textbook, the com- 
mittee was happily and favorably impressed with the 
National Retail Credit Association’s recently released 
volume by Dr. Clyde W. Phelps of the University of 
Chattanooga, Retail Credit Fundamentals, which had 
been prepared under their direction. That this has 
proven to be a happy choice has been more than amply 
demonstrated by the very fine reception which the book 
has met at the hands of the class members. We feel 
that we would like to extend our congratulations to Dr. 
Phelps and the National’s Educational Committee for 
the very fine piece of work which has been done. ‘The 
volume seemingly is a most satisfactory answer to the 
problem of how to educate those entrusted with the ex- 
tension of credit. 

The officers of the local Association likewise feel that 
they have been most fortunate in the selection of an in- 
structor. When the matter was first broached, the name 
of Dr. Emil Leffler was suggested not only because of his 
position as President of the Battle Creek College and the 
fact that he is well known in the city as a most popular 
lecturer on current economic problems, but more basically 
because he could bring to the group the point of view of 
an educator. 

The matter was presented to him and after he had 
read the text and satisfied himself that the group was 
definitely interested in a serious study program, he con- 
sented to accept the responsibility of guiding the group. 
The growing interest in the course is in no small measure 
due to the able manner in which he conducts the class 
sessions. 

We would not be doing our duty if we did not say to 
every credit bureau manager that he is shirking his re- 
sponsibility and failing his merchants and credit men 
and women if he doesn’t take advantage of the opportunity 
which is being offered by the National Retail Credit As- 
sociation and sponsor a credit course in his city. In every 
nook and corner in the United States where there are a 
credit bureau and a credit problem it is to be hoped that 
such a school will be found. 


When we received sample copies of the text for our 
Board to review we passed them among certain of our 
credit people and asked for their opinions and com- 
ments. Had we kept notes on these expressions they 
would have made very interesting reading. One especial- 
ly remains in my mind and it seems to me it, more than 
anything else, gives us the answer to our problem and 
that is the education of the credit granter. 
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I asked one of our credit ladies what she thought of 
the text and here is the way she answered, “Why, you 
know, Mr. Matthews, I have been a bookkeeper all of 
my life and have received more money and had less grief 
in other positions than I am having in my present one as 
credit manager. Really, I don’t know anything about 
credit. I feel, therefore, that this course is the answer to 
my prayer.” We believe that credit people generally 
have accepted this text in this spirit. The need for 
credit education on the part of credit granters is great. 

Our school meets every Tuesday noon at 12:00 for 
luncheon and adjourns at 1:40 p.m. This allows about 
twenty minutes for luncheon, forty-five minutes for the 
lecture, and the balance of the time for open-forum 
meeting. 

We plan to announce, beginning in January, a night 
school for the merchants and credit granters who are 
unable to attend the noon classes. We are doing this 
because of popular demand. Merchants and credit 
granters who are interested in the classes but whose work 
does not permit their being away at noon for the time 
required have made many requests that we extend our 
class and conduct a night school for their benefit. 

A year ago in January our Board of Directors de- 
cided to conduct a credit survey for the purpose of 
determining the approximate amount of credit losses for 
our city for the year 1937. A letter was prepared, an- 
nouncements made in our bulletin, and five hundred of 
our merchants, including wholesale houses, were can- 
vassed to report, in bulk figure only, the amount of 
charge-offs of their firms, for the year ending December, 
1937. On the basis of these returns, which did not in- 
clude hospitals and professional men, we established a 
figure of $400,000 in potential credit losses for the city of 
Battle Creek for that year, or ten times greater than the 
fire loss for the same period. 

Our president, Mr. Harry Jones, immediately pounced 
upon this figure as one carrying a great deal of weight. 
He made an issue of it during his administration, re- 
peatedly pointing to this figure and constantly guiding the 
destiny of our credit managers’ group toward a drastic 
reduction of this figure for the year 1938. We feel that 
much progress has been made through our credit man- 
agers’ meetings, our credit school, and public appearances 
of our officers who have stressed credit control. 

For the past two years members of our credit man- 
agers’ group have appeared before high school assemblies 
in our city, usually about 1,800 students in an assembly, 
and have placed a program before them lasting from 
forty-five minutes to one hour. The purpose, of course, 
of these programs was to educate the student in the 
proper use of credit and what was expected of him, a 
potential consumer, purchasing on credit. In this way 
much has been done toward consumer education. At 
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the time we started these appearances even teachers and 
heads of high schools came to us afterwards and said they 
had no idea that credit was controlled in the manner in 
which we had outlined. 

During the past two years we sponsored a “Pay Your 
Bills Promptly” campaign in March. We have stressed 
in these campaigns the proper use of one’s credit and the 
prompt payment of accounts, designing our ads in such a 
way as to best educate the customer as to what is ex- 
pected of him by way of payment of account. 

Our credit managers’ group has been interested in 
credit conferences. There have been as many as 20 from 
Battle Creek at the Big Six Credit Conferences held in 
February of each year and we expect there will be at 
least an equal number from Battle Creek at Indianapolis 
in February. We have always been represented at the 
National Conventions. 

During the year 1939, our group will continue to ex- 
pand their credit school, develop a community credit 
policy, enlist each credit manager to accept and display 
the new code of ethics as recommended by the National 
and to adhere to it, obtain National memberships for a 
majority of our bureau members, conduct another credit 
survey, conduct a campaign on consumer education 
through the medium of newspaper advertising, work for 
closer cooperation between merchants and credit managers 
on establishing definite credit ‘policies for their firms, 
enlarge upon our efforts to conduct consumer education 
through the schools, and continue our policy to promote 
good will and cooperation between credit managers by 
sponsoring parties at various seasons of the year. 

Much is written in the pages of The Crepir Wor_p 
dealing with all phases of credit, but we feel not enough 


is said about the operation of the various credit groups 
throughout the United States and we for one would like 
to see more discussion on this subject. We believe that 
it would be instructive and helpful to those who now 
have credit groups and those who do not have such a 
group might realize the error of their ways and promote 
credit managers’ associations in their communities. 
(Editor’s Note: In line with the thought expressed in 
the last paragraph above, local associations are invited to 
send in contributions describing their methods of opera- 
tion, how meetings are held |and when| and any unique 
methods used to increase attendance at meetings; also 


their program plans.) 
S oe) 


New Credit Schools Organized 


Since our last announcement (in the December issue), 
five new credit schools have been organized: Youngs- 
town, Ohio; Milwaukee, Wis.; Wichita Falls, Texas; 
Rochester and Schenectady, N. Y. Pittsburgh, Pa., is 
now organizing a credit school. 


* * * 


Oklahoma City Credit Women Elect 


The Credit Women’s Breakfast Club of Oklahoma 
City, at its recent annual election, named the following 
officers and directors: President, Edith Graham, Roths- 
child’s B. & M; Vice-President, Eleanora Borchers, Har- 
bour-Longmire Furniture Co.; Secretary, Pearl Tread- 
well, Oklahoma City Retailers Association; and Treas- 
urer, Irene Grisham, Nissen Shoe Co. 

Directors: Lucille Addington; Edith Semple; Helen 
Thornton; and Christine Clark. 





Battle Creek’s Credit Educational Class 
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DEPARTMENT STORES | DEPARTMENT STO WOMEN’S SPECIALTY FURNITURE STO 
DISTRICT (Open Accounts) (Installment A ts) STORES (Installment A ts) 
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Boston, Mass. 51.4/75.6 |44.9151.6/75.9|40.6 $15.6 |33.9/13.8 | 15.2) 249/13.6)53.5/61.0)45.7 [528/55.5\42.1] — | — | —| — | — | —igs2i64 
Providence, R. I. 47.5|48.7/44.5}460/49.8)43.5) — |17.0) — | —|170; —}] —} —| —}] —] —| —] —jIlO] —] —]10.4] -fB_] - 
| Lynn, Mass. 57.6 |59.0/42.6155.3156.0149.55 — | — | — Fm] ml mem] mt oo] oT om 904.5 18.0101.5 114.618 Sie | CK 
Springfield, Mass. 59.1 /66.2/52.1}58.2)66.8/49.7917.1/22.1)12.2;16.2)21.4)11.1] — |496) — |53.8|56.0/516) —| —| —] — | —| -IR-| - 
Worcester, Mass. 49.8/51.0/48.7|490|50.9/47.2— — (28.0) — |19.9)24.7}15.0 141.5 /44.5|38.4}349/394\303) —| —| —}|] —| —|-|§-!| - 
New York City 490 |62.2/42.2) 48.5)62.0)43.2117.5|286)12.9 }17.6 |26.1 13.1 149.5) 64 9|/39.7}49.6/555 |379} —| —| —]|] —| —| -F-| - 
Pittsburgh, Pa. 47.3|53.2)42.6)47.2/51.5}42.0)16.4 |20.1/139]16.3)21.4)12.2] 46.9|/53.2/42.6/465)51.5\420] — | —| — | —| — | =ihg60/50 
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Do Present-Day Credit Risks 
Differ from Credit Risks of the Past? 


By JOSEPH A. SMITH 


Vice-President, Harris Stores Co,, Pittsburgh, Pa. 


HIS question appears to be quite simple in text, 

one that is very easily answered. Yet, it is an 

important query that delves deeply into many of 
our present-day credit enigmas, and can be the subject of 
lengthy debate, both pro and con. 

In my opinion, there is a vast difference between the 
credit risk of the present and that of the past. ‘Today’s 
credit applicant (on the average) is a much better risk 
than his predecessor, regardless of the fact that the basic 
principles underlying the standards upon which our en- 
tire structure of credit granting has been built, have un- 
dergone very few changes during the many years since 
their inception. Of course, our own practical experience 
has taught us the necessity for changing the general 
policies of the liberalization of credit granting as de- 
manded by business cycles. But those changes have been 
few. 

Let us go away back into our history, away back to 
those pre-historic caveman days... and that’s going 
back some. In those days when a caveman wanted some- 
thing and was unable to take it by force, be it a new 
war club, food, or a “fur something or other,” he would 
approach one of the more well-to-do members of his clan 
with an offer to trade. If he had nothing with which 
to barter, he would usually proposition the other with 
promises of repayment immediately following his next 
forage. Such promises were either to bring back animal 
pelts, flint, iron ore, food, etc., or even some neighbor’s 
wife (which was quite an asset in those days). 

The second caveman, who nowadays would be called 
the creditor, would analyze the debtor by principles 
closely related to the basic principles of today. Prob- 
ably not recognizable as they were considered then, but 
very similar to our “three C’s” of today . . . character, 
capital, and capacity. Character as regarded by the 
reputation of the caveman contracting for the “loan”; 
Capital as reflected by the luxurious manner in which 
the applicant lived; Capacity as calculated by the ability 
of the caveman to actually live up to his promises of 
payment. And, believe-you-me, the trader, in the major- 
ity of cases, had to do his own collecting or hire some- 
one to do the collecting for him. Yesiree, the traders 
of those days certainly had just as much trouble deter- 
mining the difference between a good and a bad credit 
risk as do we credit managers today. 

The word RISK, in itself, is explanatory. RISK 
a hazard ...a gamble. . . and yesterday, today, or 
tomorrow, any credit risk is still a gamble however 
excellent it may seem to us (excepting of course, prop- 
erty holders or endorsed accounts). The wage earner 
who is considered a good risk today because of a splendid 
position would become a bad risk overnight if he lost 
his job. Would that I were more than just a lowly 
mortal; someone with the supreme power of gazing into 
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a magical crystal ball and conjuring a vision of the 
future—then would I be that SUPER CREDIT MAN who 
would never have a bad account. 


As a matter of fact, it was just during the post-1929 
years, when wages and salaries were curtailed to heart- 
breaking depressed levels, that credit men began think- 
ing, dreaming and talking in terms of good risks and 
bad risks. We realized our shortcomings and were con- 
scious of the need for a new evaluation of the applicant: 
the need for improved methods of obtaining more de- 
tailed information concerning the debtors’ personal his- 
tory; the need for new adjustments of our policies af- 
fecting the liberalization of credit granting; the need 
for closer co-operation between merchants and the credit 
bureaus; and the need for charge-customer educational 
publicity. And it is because these exigencies have been 
most applicably amended that I repeat my opinion that 
credit risks of the present differ from those of the past 
in that they have become much better credit risks. 


I believe that the most important factor in the im- 
provement of present-day credit risks is that the Cus- 
tomer Educational Publicity of Associations and Credit 
Bureaus to educate the public has borne fruit. Radio 
was one medium, with spot announcements, short talks 
on credit, and dramas. Plenty of newspaper space was 
used, even cartoon contests conducted. 

Motion pictures were exhibited showing the workings 
of the Credit Bureau and the manner in which customers 
abused their credit privileges. In some cities, high 
school students were taken on tours of the local mer- 
chants’ credit departments, winding up with the credit 
bureaus. All in all, this has brought about highly 
satisfactory results. MMANy customers HAVE already 
learned, and MORE customers ARE daily learning the 
value and necessity of maintaining good credit ratings. 
They have realized that credit is more than just a con- 
venience or an accommodation it is a confidence 
that idealizes the faith and integrity of one human 
being in another. 

Suppose we dig into our own files and peruse the data 
made available to us through various statistical agencies. 
We are perplexed by the number of persons on relief 
and the total number of unemployed in our district. 
Then we give a gasp of astonishment and wonder how 
in the name of creation we are expected to add volume 
to our business at the smallest margin of loss. But let 
us analyze this distracting matter just a bit further. Is 
it not a fact that the branches of our Local, State and 
Federal Governments, with a program of rehabilitation 
and reconstruction, have given thousands upon thousands 
of persons some form of employment? 

Have not the many welfare agencies taken a tremen- 
dous load off the shoulders of the active wage earner by 

(Continued an page 30.) 
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encunsemnesene Wife's Name ............... | 
» ° 
Cooperation 6) 
pi PROSPEROUS business is buslt upon 
Own Real Esta good accounts and prompt payments. 
Lovated ........ . . 
Valve. ~ RE We request payment in the same courteous 
Housekeeping ot Rooming witi........... sseineatnseeioanesasesstneinenesestensenseiaseenenetns manner that we solicit your valued patronage. 
Heme PRON esrccnersrnrenrimmonnsinienrneenre eines Phene............. Both are necessary for our success 
Previous Address ........... | 
Tame } pee ‘ ACCOUNT NUMBER 
eterences 
Address... YOUR PAYMENTS ARE S OR MORE EACH 
Bank Name = . | = = * ~ 
Witness evoecaneceanesensouensesseesanesunscsscssnesenese a Signature i | 
Harris Stores Co., 624-30 Liberty Ave., Pittsburgh, Pa. . | | | 
ARTICLES OF AGREEMENT. Made and eonciuded this the - dap of ” : | 
wana iacaiene coi me | @® | 
, an aiieaiiieninenissca s | 
Resanpieaala. of the second part = vivant. party of the Grvt part, and RARRIS STORES COMPANY of Purcbergh, ‘ | 
wit ‘That the party of the Giret part, in consideration of the loan, lense or bailment for 
of the following merchandies:... , | 
. | 
ae - ’ 
the party of the Geet part being the belles, agrees to pay to HARRIS STORES COMPANY fer the eee of tha tama, the om . 10 
a Dollars, as follows: u | 
Dollars upos the signing of thie contract, ---Dellare anak n 
| 
ot the time mentioned tevein Cor tha last payment, this tellmnsey shall te iss aa,ie, fell And ite her taneage terwes ee re ee 
manner the purty of the first part, oF bailee, promises to return to the party of the seooed’ pan Oe Grodp or eek Gey, ee 
and the said party of the fret part, or belles, promues wre to the enid party of the eesond fk 
ry Avenue. or lace it may move within the City of Pinsburgh, Pennsylvania, ate fail = | 
payments at the time na: Barty of the first part, or belles, agress to personal bpd py CK | 
sheds without sotifying the party of the second part. or beilor, and in ne a te lenve Sad as and? Rie vloce of 3 
ood ition and in the order in which they now ate, reasonable wear in the eae Ph 4a | 
oF Payments on the date or at the time named. or upor any other failure by the pa 4a to 4 
the periy of the & pert. or boilee, reese te deli up said goade te the party of the iL= fatlere ” 
said party of the second par: erosion of the yt es ‘of | 
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which he may have 
ing ond every ela ime for 
™ 4 —y-"~ 
that ao7 permen 7 * AT ~¥ ” 
id It ie express!y agreed that the right of property of said remaie in the possession very aes 
part. and in the retention of «: or the own of the of abode r) of sald et the eeeo, 
agreement, chall be considered conversion of the same” te ie oe quvecd an Waray tens tes terns of tot shea Ly] on 
thereol, the said party of the first part, or bailee, desires to purchase eald articles upon permene ot emouat, oe ee » | 
| 
payments, to the eum of Dollars, he shall have the right to de eo. ‘The party of the ret part echnowiedees thet 2 | 
- i 
- - has received © copy of the above agreement and that he bas no undervianding, verbel or stherwiss, thes thet costsined te the eaid a | | | 
In witness whereot, We have hereunte set our hands and seals, in the City of Pirtsburgh, Pa. the day and rear first above written n| | 
Harris Stores Co. 2a | 
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Po omar ——————EE——— Poo 


WHEN MAKING ADDITIONAL PURCHASES OR MAKING PAYMENTS 
ALWAYS BRING THIS BOOK 








HARRIS, SHORHS, COMMANNTYC HARRIS, SHORES; COMPANY’ 
WE CLOTHE THE ENTIRE FAMILY We CLOTHE THE ENTIRE FAMILY 


624 O50 LIBERTY AVE 694 650 LIBERTY AVE 


PARTS BauMRacsat, PBN, PARTS BAMA: PA, 
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Referring to your application for a 
Harris account, we wish to advise that we find 





THANK YOU! It is a pleasure and a privilege to it impossible to open an account in your name 
enter your name on our list of customers entitled at this time, 

to charge accommodation at this store. You will 

find this method of purchasing clothes mutually Should any explanation of this refusal 
pleasant as well as convenient. be required, we ask that you call at the Credit ° 
“_ ere ~ ag 601 Chamber of Commerce Building, 
We urge you to shop and compare our values, our ittesburgh, Pa., to see their Mr. Williems, who 
juality, our selections, and you will realize Will be glad to go into the matter in detail with 
the importance of buying here. you. 

Remember, there is no added interest or carrying Very truly yours, 

charge to our rogular cash prices when you use é 

your account. HARRIS STORES COMPANY 


Cordially yours, 
HARRIS STORES COMPANY 


JOS. A. WHITE 
Manager Credit Department 














(1) Application Blank; (2) Letter Opening Account; (3) Letter Declining Account; (4) Installment Pass Book; 
(5) Collection Notice. 
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Collecting Retail Lumber Accounts 


By ROBERT J. FITZSIMMONS 
Credit Manager South Bend Lumber Co., Inc., South Bend, Ind. 


a minimum is a task in any business concern which 

extends credit. Looking at the retail lumber 
business, this task could be characterized as being rather 
diversified in its problems. When it is considered that the 
lumber dealer is involved to the extent of approximately 
50 per cent in the largest purchase the average individual 
makes during a lifetime—the building of a new home, 
that he is also in the wholesale credit field in his transac- 
tions with commercials and contractors, we have the basis 
for a further consideration of numerous of the problems 
of collection, all of which eventually lead to the old ques- 
tion as to how best they can be met. 


4 EEPING delinquent and uncollectible accounts to 


Before proceeding further, it is our belief that the most 
efficient collection system or man should be expected to 
cope with only those cases and causes of non-payment 
which cannot be foreseen, plus possibly those which are 
foreseen but the nature of which is well known to offer no 
definite obstacle to payment. Too often, the majority of 
troublesome collection cases in the lumber business seem 
to find their beginning in causes which could easily have 
been eliminated by the possession of, and reference to, 
more adequate preliminary information and understand- 
ings. With that in mind, we have always begun our actual 
ledger experience with an account by placing at the dis- 
posal of the collection man certain preliminary facts which 
we believe must be constantly before him in order that he 
may exert immediate, constant, and complete control over 
all accounts. The best place we find for these items—cer- 
tainly the closest—is at the top of the actual ledger card 
to which accounting entries are to be posted. (See top of 
Figure 1—next page.) 

Further, in the handling of a large number of accounts 
varying in size and nature, we believe 50 per cent of the 
efficiency attainable depends on ability to quickly compare 
efforts exerted with results obtained on any particular ac- 
count. The collection man is constantly confronted with 
the necessity of deciding the next move. Such decision 
depends on reference to the history of efforts already 
exerted. We have found the maintenance of a chronologi- 
cal collection record on the actual ledger card indispensa- 
ble. Actually interspersing accounting entries with col- 
lection entries makes it possible to make such a comparison 
of results promptly with a minimum of effort and detail. 
(See notations on bottom of Figure 1.) Substantiating 
these interspersed collection memoranda, a temporary ac- 
tive correspondence file is maintained on the collection 
man’s desk until final disposition of the account. The 
date tickler card file for mechanic lien dates is, of 
course, an essential collection ‘instrument in the set-up. 

Returning our attention more specifically to the lumber 
dealer’s problems, it seems that the greatest degree of suc- 
cess in such collections can be attained only by figuratively 
segregating accounts into three distinct classifications and 
considering separate and distinct collection methods for 
each class. Going from the strictly retail to what really 
becomes wholesale, we select the following groups of lum- 
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ber customers: 1. Home Owners; 2. Commercials; 3. 
Contractors. 

The “Home Owner” represents the purely retail cus- 
tomer, but a customer whose credit needs occasionally 
leap far above amounts usually considered in connection 
with retail trade. In practice, we have found that this 
group of customers automatically divides itself further 
into: first, customers purchasing day-to-day needs of the 
average home; second, customers who occasionally em- 
bark on remodeling projects; and third, those one-time 
customers who build themselves a complete new home. 


The first group represents the “department store” 
branch of the lumber business. Its collections entail the 
same problems: The average customer reminder, if for- 
getfulness accounts for non-payment. When the “forget- 
ters” have been eliminated, there are left those who 
“can’t” pay (a financial problem) and those who “won’t” 
pay (usually a complaint problem). Quickly determin- 
ing these latter groups seems essential. Sometimes exten- 
sive letter-writing will elicit from the customer the “class” 
into which he is to be placed. We operate on the theory, 
however, that both these latter groups have what they be- 
lieve to be good reasons for evading the issue, thus nullify- 
ing a great deal of the effort of letter-writing. Reproduced 
below are two form letters (and two others are shown in 
Figures 2 and 3 on the next page), which are intended to 
do a hurried job of eliminating the “forgetters” and as 
many as possible of the remaining groups, so that effort 
can be directed toward settling the others. These notices 
are started ten days after delinquency occurs, are spaced a 
week apart, and as a result, in the fourth week it is pos- 
sible to begin personal contact work. Figure 3 represents 
a notice which often proves successful even after notices 
already mentioned. In states where mechanic’s lien laws 
allow for a period after final delivery of material before 
filing is required, such a notice, used conservatively, and 
mailed a few days before the deadline more in the form of 
a notice of protection to the customer rather than a threat, 
has been accepted as such and brought results accordingly. 

The first two form letters follow: 


LETTER NUMBER ONE - 
Dear Sir: 

Payment to cover our monthly statement of December 
Ist has not been received, and we, therefore, assume it has 
been overlooked. If, however, your remittance has been 
forwarded, please accept this reminder as an expression 
of our appreciation. 

Very truly yours, 


LetrerR NUMBER Two 
Dear Sir: 

In the event you overlooked our previous notice con- 
cerning our December Ist statement, we take the liberty 
of writing again regarding it. If there be any question 
regarding any item, please call it to our attention at once 
so that you may see your way clear to sending the pay- 
ment. Very truly yours, 


The CREDIT WORLD 
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Accounts for “remodeling” differ essentially only in 
size; but because of this, more thorough preliminary in- 
formation and understanding are essential. Being armed 
with a plan for installment payments is invariably the 
only means of collection when previous arrangements for 
payment have not been made, or the fulfillment of such 
arrangements has been made impossible. Obviously, there- 
fore, the maintenance of an outlet for installment financ- 
ing becomes the important thing if the dealer is not in a 
position to handle such installment accounts. Perhaps this 
apparent resignation to installment payments seems a weak 
solution, but the majority of such cases, in practice, even- 
tually find their conclusion in this manner. 

Strictly speaking there should be no collection 
problem in connection with the “home builder.” In 
this type of transaction, the collection work, strange 
as it may seem, should have preceded the sale. There 
is very little to offer in the way of a good solution 
for the house or structure which has been built but 
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of accounts—the Commercials—we enter the wholesale 
credit field proper. Under commercial must be included 
all business houses, but manufacturers will usually be most 
representative. Because this type of account does repre- 
sent a business house, it must be handled as such. Most 
collection men contacting out-of-town accounts would 
find the ability to do all contact work by telephone most 
advantageous. The use of the telephone has been our 
policy with commercial accounts. It avoids competition 
with other suppliers using the mail. Above all, a personal 
conversation undoubtedly accomplishes much more in 
settling differences immediately than any form of mail. 
(Continued on page 28.) 













ACCOUNTS RECEIVABLE ® 


K) amount s 300. name __Jolm Roe 








ono DK. DATE 10-15-38 
remanegtie 50.00 FHA Loan - ist Hat] Jo8 LOCATION 
* 1 


{oan commitment verified 10-15-38 


















for which there is no money to pay nor loan avail- 
able. Assuming the money or loan have been pro- 








vided, the collection man’s job resolves itself into: 
first, obtaining advances during construction; and 
secondly, determining that at all times the available 
money is sufficient to cover unpaid materials. It is 
obvious that a standardized form letter has little or 
no place in these cases which are individual and must 
be handled accordingly. Too few years have elapsed 
since the “second mortgage era” for lumber dealers 
to fail in watching the two points mentioned. 
Turning now to the second general classification 
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ICTRICAL APPLIANCE YARD AND 
919 NO. MICHIGAN ST. 1535 S. MAIN ST. 








SOUTH BEND, INDIANA 








. MAIN YARD AND MAL 
Oe earn 1595 5. MAIN ST. 





ADDRESS REPLY TO: 


@ 


December 24, 1938 


Lr. John Roe 
1916 Pleasant Street 
South Bend, Indiana 


Dear Sir: 

Assuming there must be some substantial reason for 
failure to pay your account, we suggest and ask that 
you commmicate with us, by phoning 4-3111 or by letter. 


We believe talking the situation over will undoubtedly 
result in a satisfactory solution for all. 


Very truly yours, 
SOUTH BEND LUMBER COMPANY, DNC. 











JANUARY, 1939 


SOUTH BEND, INDIANA 


4 | PAVEY, SECRETARY TREASUaER 





RIVER PARK YARD 
2487 MISHAWAKA AVE 





ADDRESS REPLY TO: 


® 


December 27, 1938 


Mr. John Roe 
1918 Pleasant Street 
South Bend, Indiane 


Dear Sir; 


A mechanic's lien, 
your property similar to 


representing an encumbrance on 
& mortgage, is filed by lumber 


companies to secure wmpaid lumber bille, this being a 


standard procedure established by The Indiana 


Lien Law. 


Mechanio's 


a Desiring to avoid this requirement in connection 


your account, we solicit 


your paynent 
Sist, the last day before filing of the BET 


The balance dus is $113.27. 


Very truly yours, 
SOUTH BEND LUMBER COMPANY, Ic. 


before December 
on is necessary, 
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The Question: “We are considering the discontinuance 
of advance notices on installment accounts. Will you 
please find out for us the policies of other stores in this 
connection?” 


OR this month’s problem our RESEARCH Division 
asked 25 members whether or not they sent ad- 
vance notices on installment accounts. ‘Twenty- 
two, or 88 per cent, replied to our inquiry. Of those 
replying, 6, or 27.3 per cent, sent advance notices while 
16, or 74.7 per cent, sent no advance notices. 
The experiences of some of the stores follow: 


BALTIMORE, Mp.—“TI believe ours is the only store in 
this city that sends advance notices on installment ac- 
counts. I know that with one exception, and that excep- 
tion sells wearing apparel and all miscellaneous merchan- 
dise on installment plan, our rate of turnover on deferred 
payment .accounts is decidedly higher than all others in 
this city. We attribute this result largely to the difference 
in method of pursuing these accounts. 

“We have given serious consideration to a discontinu- 
ance of advance notices on installment accounts and the 
substitution of a bill the first of each month showing the 
actual condition of the account at that time. We had 
a motive for this which was to give us a piece of mail to 
send to all of our installment accounts as a medium of 
presenting them with the same sales enclosures that go 
out with the bills to our regular charge customers. But 
after giving the matter serious thought from all angles 
we were able to persuade ourselves that the material ad- 
vantage which we think is attributable to our practice of 
sending advance notices is worth something, and we in- 
tend to continue the use of these notices, refrain from 
sending monthly bills, but to send all such enclosures to 
our customers in solid envelopes.” 


* * * 


St. Louts, Mo.—‘‘We have never considered it neces- 
sary to notify our Deferred Payment customers that a 
payment would be due on a certain date, in advance of 
that date. 

“While we have no way of accurately determining the 
number of past due notices which we are obliged to mail, 
I am of the opinion that we -do not send them on more 
than five (5%) per cent of our accounts. There is, con- 
sequently, a substantial saving. 

“Collection percentages are very satisfactory and we 
believe that the mailing of advance notices would be a 
needless expense.” 

* * * 


AKRron, On10.—‘‘For many years we sent out state- 
ments on our installment accounts but not regular ad- 
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fhe CREDIT CLINIC 


... A “give-and-take” page, wherein readers 
may ask—and answer—dquestions about their 
creditand collection problems and solve them 
in the laboratory of practical experience... 
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vance notices of installment payments, but upon instal- 
lation of the National Cash Register System we discon- 
tinued this practice. 

“So far as we are able to determine this has not in any 
way affected our collection percentages; we do insist upon 
our payments being met promptly and follow very reli- 
giously those who miss the payments.” 


x * 


PirTsBURGH, Pa.—‘‘We discontinued the sending of 
notices for payments which were about to become due on 
installment accounts. We found that more than 75 per 
cent of the customers did pay on time; they seemed to 
take offense at receiving a notice and it was hard to ex- 
plain to them about it. 

“At the time the account is opened, we have a clear 
understanding with the customer regarding the payments. 

“Statements are mailed on the first of each month on 
our deferred payment accounts, the same as on regular 
accounts. However, the due date is shown on the top 
of each statement. The due dates on all installment ac- 
counts are the 5th, 15th, or 25th. 











What’s Your Problem? 


You are invited to make this page your page 
—for the solution of any problems of credit 
practice or procedure which may confront you. 

Or if you have a special problem on which 
you wish private information, our Research 
Division will gladly make a special “confiden- 
tial” study for you, obtaining the desired infor- 
mation from reliable sources. 











“Tf the account is not paid five days after it becomes 
due, then the first notice is sent and one each week there- 
after until some definite arrangements are made or some 
disposition is made of the account.” 


* * * 


NASHVILLE, TENN.—‘“We do not mail advance no- 
tices on installments due on deferred payment accounts. 

“We have considered mailing notices for the first four 
or five months to impress upon the customers the impor- 
tance of paying installments when due, but as our de- 
ferred payment accounts are confined mostly to electrical 
appliances which are sold on long terms, it would be very 
expensive to mail these notices. We do not feel it is 
worth the expense because we have been able to maintain 
a satisfactory collection ratio by using a close follow-up 
system. 

“As the trend now is toward economy in all depart- 
ments, I personally feel that the mailing of advance no- 
tices on deferred payment accounts is not essential.” 
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LDENVER, CoLo.—‘‘For several years we sent a notice 
of payment due on all installment accounts five days be- 
fore the due date. This is a desirable and effective man- 
ner to handle installment notices where there are only a 
few hundred installment accounts on your books. Con- 
siderable time and expense can be saved where your in- 
stallment accounts number a thousand or over by issuing a 
book of coupons at the time the account is opened; the 
book to specify the date the installments are due and con- 
tain a sufficient number of coupons for the duration of 


the contract.” 
* * & 


PHOENIX, ArIz.—‘We do not mail notices unless a 
payment becomes delinquent. 

“Our letter acknowledging the acceptance of a contract 
account contains the following paragraph: 

“We do not send notices unless a payment becomes 
delinquent, and for that reason, we will appreciate prompt 
payments to avoid the expense incidental to mailing of 
notices.’ 

“The enclosed card is the first notice that we send out 
after a payment becomes delinquent. ‘The card reads 
as follows: 

“*Tust to remind you that a payment of $______-__-- 
WD Qin wenteutcnd nada tcankencue on your contract 
account. If payment has not been made before this notice 
reaches you, kindly forward by return mail.’ 

“We have never tried mailing notices in advance so 
we are unable to express an opinion as to which of 
the two plans is the better. However, our collection ex- 
perience has been very satisfactory.” 


* * + 


Tusa, OKLA.—“Our Budget Collection Department 
has used both systems—that is, we have tried billing the 
customer in advance and not billing them and we find that 
there is no comparison in the results obtained from these 


two systems. Our collection percentage is so much better. 


when we send the customer a statement that we now send 
notices regularly. 

“We find there is an advantage in billing at the proper 
time. On contract accounts, payments are due all through 
the month but in our city most pay rolls are made up on 
the first and fifteenth of the month. Therefore, we try 
to send a statement far enough in advance of these pay 
days so that the customer will include the contract pay- 
ment in making up the list of ‘accounts to be paid’ out of 
each pay check. In other words, we try to arrange our 
contract payments to fall due in accordance with the cus- 
tomers’ pay days and then bill them in time to remind 
them to remember us when this pay day comes along. 

“Last month, our collection percentage was 20 per cent 
on all contract accounts, yet some of our contracts run 
for two years. On all contracts, we have an average 
seven months turnover. 

“Again we repeat that it has been our experience that 
the best thing to do on contract accounts is to send the 
statements regularly.” 


+ * * 


BrooKLtyn, N. Y.—‘‘We send advance notices on 
clothing, vacuum cleaners, and shopping coupon accounts 
only. 

“On several occasions we thought that we might save 
the expense of this operation but each time we finally de- 
cided to continue. 

“Our auditors, during their annual aging of accounts, 
gave us figures on those accounts to which we send ad- 
vance notices. A comparison shows that the group re- 
ceiving advance notices have a lower percentage of de- 
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linquency than the others. This is the reason we have 
not discontinued these notices.” 


Se Y= 


Fort SMITH, ARK.—“We do not mail statements on 
installment accounts of any kind, except when the account 
is not paid and is due. Then we send a reminder. We 
have a follow-up system on all accounts, regardless of 
whether they are deferred payment or charge accounts and 
the installment accounts are ‘worked in the same manner 
as the regular open charge account. We do not feel that 
it is necessary to send a statement on installment accounts 
as we do on our regular charge accounts. Our per- 
centage of reminders is very low and we usually wait 
three days or more after the due date before the reminder 
is mailed.” 

* * * 

WINNIPEG, Man.—“The sending of advance notices 
on installment accounts was instituted by us approxi- 
mately five years ago, because at that time we found that 
many customers objected to receiving a notice that the 
installment was past due, when they had not been ad- 
vised previously of the fact that an installment was about 
to be due. 

“The sending of the notices themselves is taken care of 
automatically through our Addressograph Department, 
and inasmuch as they take only the one cent postage rate 
within the city limits, the cost involved is very small. 
For that reason we would be reluctant about discon- 
tinuing to send such notices as whatever cost is involved 
is, we believe, offset by our receiving the installments 
more promptly. 

“Occasionally a customer indicates that he resents re- 
ceiving an advance notice, and in such instances, of 
course, the ledger card is marked and the advance notice 
eliminated.” 

* * * 

Cuicaco, ILt.—“‘We discontinued the sending of ad- 
vance notices on installment accounts several years ago. 
At the same time we discontinued mailing a payment 
booklet, both of these functions being deemed unneces- 
sarily expensive. 

“If a payment is not received within ten days follow- 
ing its due date, a delinquent notice is mailed and we feel 
that under ordinary circumstances this should be sufh- 
cient. We might add that our departure from the send- 
ing of advance notices did not affect our collections.” 


* * * 


SAN Francisco, CaLir.—‘We have never used the 
plan of notifying customers before the installment is ac- 
tually due. 

“Our procedure for collection follow-up on installment 
accounts is by due date. For example, we make a 3 x 5 
card on each installment account, showing, together with 
other information, the due date and the amount of 
monthly installment. These 3 x 5 cards are filed 10 days 
after the actual due date and checked for payment at that 
time. If payment has been made, the card is advanced to 
the same date of the following month. If no payment has 
been made, or if partial payment, less than the amount of 
the monthly installment, a proper notice is sent to the 
customer and the 3 x 5 card is again set ahead for 10 
days. In other words, we follow any unpaid installment 
every 10 days until it is brought to date.” 

i 

Worcester, Mass.—‘“We believe from experience of 
many years in the installment business that this is a waste 
of money—sending advance notices on installment ac- 

(Continued on page 30.) 
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Cradit. Department. Letters. 
By Daniel 9. Hannoefin 


ANUARY, in most businesses, is inventory time, a 


time for “taking stock.”’ It’s a good time to “take 

stock” of letters and correspondence forms, too. So 
many of us, writing letters day in and day out, are likely 
to get in a rut. 

We come to regard our customers as so many file cards 
or correspondence folders instead of using our imagina- 
tion and visualizing them for what they are—human 
beings with human feelings and human failings. Good 
writers in other fields are constantly on the lookout for 
new ways of saying the same old things—for new expres- 
sions to replace the old. Personality is the shining gem of 
good letters—giving them life and sparkle. 

I commend to you the article on page 26, entitled ‘‘Per- 
sonality in Correspondence.” Mr. Sugden makes a good 
case here for the injection of personality into collection 
letters. 

One paragraph, especially, stands out: “I think that 
I should stress two phrases which should be universally 
adopted. The one is ‘PLEASE’—a request on your part 
for an acquiescence by your customer, and then the words 
“THANK You,’ for I do not think that we are half ap- 
preciative of the customers who through the years have 
favored us with their very desired business.” 

Figure 1 on the next page shows an excellent letter 
used by Fine Bros.-Matison Co., Laurel, Miss. Miss 
Laura McKinstry, the Credit Manager, wrote: “We have 
had this method of age analysis in operation for over 
three years and find it very satisfactory. The true analy- 
sis of each account is revealed each month and, by giving 
the detailed report to our customers we feel that we get 
better cooperation than from the regular, ordinary col- 
lection letter. These letters are sent out about two or 
three times a year, more often in certain cases where 
deemed advisable. The reaction on the part of the cus- 
tomer is very surprising and satisfactory.” 

Figure 2 shows a statement form which uses the story 
of the credit bureau and its records to full advantage. 














Try the “Blue Book” of 
Credit and Collection Letters 


‘‘Invaluable in the extending of credit and 
keeping credit losses to a minimum,’’ says 
L. V. Eberhard (Grocer), Grand Rapids, 
Mich. 


OVER 9,000 COPIES IN USE BY MEMBERS! 


To members, only $1.00—to non-members, 
$1.50—postpaid 


Order from National Office 





Figure 3 is an inactive account which is the second in a 
series. Writing about this, Miss Marion Leleu, Credit 
Manager, says: ““We mention the date of the last charge 
to give the letter a personal touch. Here is the result 
(after 4 months): Letters sent out, 3,300; accounts later 
used, 1,359; letters returned (for faulty addresses), 117; 
letters answered, 564; number of complaints, 17 ; amount 
purchased on revived accounts, $33,687.19. Letters are 
individually written and we keep this going the year 
around.” Results speak for themselves! 

The form in Figure 4 is an excellent idea for this time 
of the year when so many stores are reporting their ledger 
experience to their credit bureaus. The folder reproduced 
in Figure 5 is a typical association effort to curb the “re- 
turned goods”’ evil. 

Again, we appeal to our readers to send in letters which 
they have used with good results. What we want, espe- 
cially, is letters used by firms in different lines of business. 
This Association, as you know, is made up of all kinds of 
credit granters, in all lines of business. It is our aim and 
endeavor, at all times, to cater to the needs of this diversi- 
fied membership. 


~Der 


A Boost for National Collection Helps 


“We have been using your various stickers, inserts, and 
other collection helps for the past six or seven years, since 
we have been members of the Los Angeles Retail Mer- 
chants Credit Association, and now could not do business 
without them.”—H. L. Geary (Jeweler), Beverly Hills, 
Calif. 

“Der 


Warren Finnan Wins Promotion 

Warren Finnan, formerly Credit Manager of Sears- 
Feibleman’s, New Orleans, has been transferred to the 
regional office of Sears, Roebuck & Company in Atlanta, 
where he will be Regional Credit Manager. 

William Leonard, Credit Manager of the Sears-Roe- 
buck store in Shreveport, La., succeeds Mr. Finnan at 
Sears-Fiebelman’s. 


~~ er 


Joske Brothers Remodeling Store 
Starting this month, Joske Brothers of San Antonio, 
Texas, will begin a $500,000 rebuilding and remodeling 
program which, when completed, will make it one of the 
largest department stores in the entire South. The San 
Antonio Express devoted a two-page spread of its Decem- 
ber 4 issue to pictures and descriptions. 


“Der 
Position Wanted 
APRIL First—By executive, fully qualified credit man- 


ager and accountant. Married, age 40. Address, Box 11, 
The Crepir Wor tp. 
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did it ever occur to you? 
Mrs. JOWN Acwee, 
1432 23r0 Avenue, 
City. 
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THAT ALL OF THE LEADING RETA ESTER 
| THAT ALL OF THE LEADING RETAILERS OF WORC! 
| RATE THEIR CUSTOMERS WITH THE CREDIT REPORTING 
| BUREAU OF THE WORCESTER CHAMBER OF COMMERCE, 


NOT AS TO THEIR WORTH BUT AS TO THEIR PAYING 
HABITS. 

OUR ENTIRE POLICY IN THE EXTENSION OF CREDIT IS 
BASED UPON THE PROMPTNESS EXERCISED BY OUR 
GOOD FRIENDS AND CUSTOMERS IN MEETING THEIR 


Dear Was, Acwee: 


OBLIGATIONS WHEN DUE. 


OF YOUR BALANCE OF $55.04, AS PER OUR RECENT AGIAG REPORT: } A PROMPT PAYING RECORD ENABLES YOU TO TAKE THE 


OUTSTANDING 





| 
WE ARE GIVING YOu BELOW THE STATUS 
\ 























F YOUR CHARGE ACCOUNT WITH 
S Mos & Over Four Turee Two aad ceeeie 
. BALANCE OuTSTANDING MONTHS MONTHS Montus CURRENT \ WE SUGGEST A REMITTANCE COVERING BALANCE 
_—_ oo; | MAY 
$55.04 16.39 11.99 3.42 8.24 145.00 DUE? = THANKS. 
“ 
rotect 
se AMOUNT PAST DUE || P your 
; 00 WOT BELIEVE YOU REALIZED Your account BALANCE PERSC—=Cd| : 
WAS UN THIS DELINQUENT STATE, AND NOW THAT THE TRUE CONDITION A sear STATEMENT | | credit” 
OF SAME 1S REVEALED IN THE ABOVE, WE ARE CONFIDENT THAT ‘YouR > 





SENSE OF FAIRNESS WiLL PROMPT You TO FAVOR US WITH REMITTANCE, 





THE DELAY IN MAKING PAYMENT 1S APPARENTLY Onur] 
’ OVE TO AN OVERSIGHT, AND CONSIDERING THE LENIENCY EXTENDEC vou 
(NH CARRYING THE ACCOUNT OVER OUR THIRTY Davy TERMS we WAVE Every 


| REASON TO BELIEVE THAT WE CAN CouNT ON YOUR FULL COOPERATION 
. AT THIS Time, 


f 
THANKING You very “KINOLY AND EXPRESSING OUR 
j APPRECIATION OF YOUR PATRONAGE AND OUR DESIRE TO SERVE you 
SATISFACTORILY AT' ALL’ TIMES, WE REMAIN, 
We got a big kick out of it/ 
But you deserved it — 





VERY TRULY YouRS, 






® 


FINE BROS-MATISON CO. 


Tooay, we had the pleasure of giving the 

Creoit . local credit bureau a very good report on the 

d § viness with which you have paid your 
accounts to us in the past. 

“4 








’ It's & real pleasure to serve folks like you — 
- and you may feel at liberty at any time to 
use us as a reference. 


Visit with us real soon — 
We'll be s0 glad to see you again! 


g Sincerely, 


“SENTIMENT NECESSITIES” 


i The Browa-Duynninn ions Co. 
s, Tulsa, Ghlahame) 


Novenber 23, 1938 


EXECUTIVE OFFICE 
JOun M, Dunkin, Secy. Treas 


“ ® 





- Ure. Bob Jones 
at 1234 S. Atlanta 
Muskogee, Okla- 


© FOR YOUR BENEFIT | 


Effective December 1, 1938 


All merchandise to be returned for 
credit or refund should be returned 
to the store from which it was pur- 
chased, in saleable condition, acecom- 
panied by the sales check, within one 4 
week from date of delivery. 


Dear Mrs. Jones: 


Charge 

tly, I wrote you regarding your inactive 

yomenee an not having heard from you, I assume that 1 
my letter mist have gone astray> 


Yard goods cut from the piece at the 
“7 request of the customer accepted for 
return, only at reduction of 15%. 


Any merchandise returned under 
conditions contrary to the regulations 
For legal, sanitary or other reasons, yy a = 
ing Thank you,- and know always that we appreciate your a es articles should not be referred to some properly designated 

anxious to serve you at all times. ; i 
rhe patronage and are 


individuals or office in each estab- 
(a) Bedding and mattresses, combs, lishment. 


i Won't you tell us why you have not used your account 
= since last June 15? 


ad 




















hair brushes, hair ornaments, tooth 
Jan Cordially yours, brushes and sutber goods suedrice, 5, Gifts of all kinds (Christmas, wed. 
unless returned in original sealed * ding, birthday, etc.) if returned will 
_m- packages : accepted only in exchange for 
IN DRY GOODS CO (b) All merchandise which has been -— ry - yyy at yn 
DUN ° - on the accoun’ @ person re- 
The P used or worn: ceiving the gift. 
. c) Merchandise which has bee . , . 
Chr MA untns uw ‘ak, Gee ac perma Any article of merchandise purchased 
; med at customer's request ; for a Christmas gift shall be'returned 
cretary-Treasurer for exchange only within seven days 
(d) Merchandise advertised and sold after Christmas day, regardless of 
as “final” or “not subject to return.” the date of purchase. 
Save Yourself Time and Trouble... SHOP WISELY 
jan- 3 
1 ASSOCIATED RETAILERS OF SIOUX FALLS 
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Personality in Correspondence 


By J. E. SUGDEN, JR. 
President, Steel City Gas Coal Co., Pittsburgh, Pa. 


proverb, “As cold water to a thirsty soul, so 
is good news from a far country.” And there- 
fore, starting with the premise that everyone likes to 
receive mail, we should try to make our office corre- 
spondence reflect the personality of not only the person 
dictating the communication, but also the friendly, ap- 


A GOOD motto in any office would be the old 








Editor’s Note: 


This article is reproduced, by special 
permission, from “Credit & Financial 
Management,” the magazine of the Na- 
tional Association of Credit Men (whole- 
sale). 


Although it is written in the language 
of the wholesaler, it carries a real message 


for every writer of credit and collection 
letters. 








— crmeamnell 


preciative spirit of the firm, company or corporation you 
represent, for without loyal customers, your business 
cannot long endure. 


One should never lose sight of the fact for one moment 
that every piece of mail leaving your office represents 
you and your company when it arrives at your custom- 
er’s place of business. Therefore, in the first place, 
you should have a clean, neat, well-arranged letter on a 
beautifully printed, lithographed or embossed letterhead. 

Now in order to be able to write a personal letter, 
one should, if possible, try to meet his customers per- 
sonally. The writer tries to meet every customer on 
our books at least once in the calendar year—more times 
if possible—and our customers extend from Baltimore 
to Montreal, along the Atlantic Seaboard, west through 
the states of New York, Pennsylvania, Ohio, Indiana, 
Illinois, Michigan and Wisconsin. ‘There is much to 
be gained by knowing the man and the company with 
whom you are doing business, and then when the cor- 
respondence leaves your office, it should have the mark 
of personality reflected in its tones. 

Usually your customers are far removed from your 
place of business, and hence they do not know of local 
conditions. When Pittsburgh was visited with the dis- 
astrous St. Patrick’s Day flood in March of 1936, our 
Company issued as soon as possible a general notice to 
every customer on our books. 

About the middle of July of the same year, a labor 
situation developed, and immediately we put out a com- 
munication about labor. In August, in order to stimulate 
trade and knowing that the squirrels and the bees were 
hoarding for their winter’s supply, we used the same 
illustration in our letter of August 15th. About the 
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middle of September, an editorial appeared in the Pitts- 
burgh Post-Gazette, which forecasted higher prices, and 
immediately we received authority to reproduce on our 
letterhead the entire article, which was broadcast to our 
trade by the communication dated September 23rd. 


In January of 1937, Pittsburgh was again visited 
with a very serious flood and again we used the catas- 
trophe as a basis for writing our customers to let them 
know of conditions in western Pennsylvania. ‘Then 
again, when the President affixed his signature to the 
Guffey-Vinson Bill, making it a law, we used this timely 
subject as a basis for a communication which would 
save our customers money by stocking coal and coke 
before the higher prices went into effect. 


When Thanksgiving came around, we felt that it was 
the proper time to thank our customers for the patron- 
age of the past years, and when we desired to have a 
letterhead which would reflect the harvest, a picture 
of a turkey, etc., it was necessary for us to comb the 
stationery houses of Pittsburgh, Baltimore, New York, 
and finally, one was located in Chicago. 

We have always made it a practice to put out a 
personal letter at Christmas time on Christmas stationery, 
which would reflect the personality of our Company, 
rather than the ordinary Christmas card or folder, 
printed in stilted terms, which regardless of the price 
involved, usually finds its way into the wastebasket. 


The secret of success in running a business is first to 
give dependable service. When a company sees fit to do 
business with you and places its order, it should not 
have to take the matter up with you to find out if the 
shipment has gone forward, whether it was shipped on 
the date specified, or to have to trace the car so that it 
will arrive at your customer’s plant on time. That is 
your business. Furthermore, if the order is marked 
urgent, you should either wire or airmail the car initial 
and number. As soon as the weight of the shipment 
arrives in your office, an invoice should be immediately 
dispatched, and then at the end of the month, in order 
that you will know the books of the respective com- 
panies are in balance, a statement should be prepared, 
which permits verification. 


Now, if you have done your part and have served 
your customer well, you in turn should educate your 
customer to pay you according to the terms of sale. 
There is no romance in doing business at a loss, nor in 
having to borrow money to carry slow and doubtful 
accounts. Since our terms of sale are the 20th of the 
month following date of shipment, if the check is not 
received on the 20th, our first collection letter is then 
released. 

If the check has not arrived by the 25th, collection 
letter No. 2 is forwarded, and should the check not 
arrive in our office by the last day of the month, col- 
lection letter No. 3, calling attention to their overdue 
account and requesting immediate payment, is then dis- 
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patched, usually with some kind of a sticker attached, 
depending on the customer with whom you are doing 
business. 

There are also some times during the year, especially 
at Christmas, when heavy mine payrolls demand that 
the men be paid in ample time to allow them to enjoy 
their holiday, that special letters for collection purposes 
are sent. 

The question of handling complaints is always a 
ticklish situation which demands the attention of some- 
one in the organization who can write the kind of a 
letter which will smooth the troubled waters and at the 
same time preserve the customer as a customer on your 
books. 

Some companies adopt the old maxim of the divine 
right of kings, “The King can do no wrong,” and 
hence the company is always right and the customer 
is always wrong. Others adopt the policy that the cus- 
tomer is always right, but we have taken a middle-of-the- 
road policy of handling every case on its merits after a 
thorough investigation. 

There is always chance for human error, both on our 
part as well as our customer’s, and therefore, as in a 
case in Court, there are at least two 
sides to every story and a verdict can 
usually be rendered after a presentation 
of all the facts. 

Always use courtesy and never lose 
your head, regardless of what your cus- 
tomer states in his communication to 
you, for when your customer finds that 
you want to be fair, in the greatest 
majority of the cases he will cooperate. 

In closing, I think that I should 
stress two phrases which should be 
universally adopted. The one is 

“PLEASE”—a request on your part 
for an acquiescence by your customer, 
and then the words ““THANK YOU,” 
for I do not think that we are half 
appreciative of the customers who 
through the years have favored us with 
their very desired business. 

We have made it a rule of our com- 
pany that when every order is com- 
pleted, the shipping notice bears the 
statement, “COMPLETES YOUR " 
ORDER. THANK YOU,” and this 
calls to the attention of the Purchasing 
Department the fact that the order on | 
which material has been shipped is then | 
completed, and that it is time to place | 
an additional order. i 

To sum up, let me state that to be 
successful in business means that one i 
must be dependable; that it is just as 
important for your customer to pay 
you for the goods shipped, and according 
to the terms, as it is for you to ship the 
goods exactly on the date specified and 
in accordance with the customer’s de- 
sires in the matter; that courtesy always 
pays big dividends, and that every day 
should be Thanksgiving Day in ap- 
Preciation of your loyal customers. 
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health, strength, the sun, the rain, the seasons which produce such » bountiful 


Editor’s Note: The letters mentioned follow: 

(No. 1 Letter, released 20th of each month) 
Gentlemen: 

The courtesy of your attention to our statement of 
sitedeinteg thabpigidieheinatl , amounting to $__------, will 
be most cordially appreciated. 

Yours very truly, 


(No. 2 Letter, released 25th of each month) 
Gentlemen: 
Our last monthly statement called for a balance due 
gt Sethe ER At , against which the following payments 


Kindly advise us by return mail, stating whether above 
is correct, and, if so, please favor us with your remittance. 
Yours very truly, 


(No. 3 Letter, released on the last day of each month) 
Gentlemen: 


>, ERR Ses Amount, $ 


Your attention is respectfully directed to your account 
with us, which is now past due under the original terms 
of sale. 


(Continued on page 30.) 


STEEL CiTy GAS COAL Go. 


Gruemnat Orrices, Haxay W.Ouiven Horoine 


PirTspurcaH, Pa. 


November 22, 1937 i 


riends: 


F Thanksgiving Ded is a time set epert to thank our Heavenly Father 
for all the blessings He has bestowed upon us during the pest year— i 


harvest—then why should we not use the same time to thank our many friends f 


who have blessed us with their business during the past year. 


Personally, I think that too many companies in business today are spending 
too much time on new prospects When they should be trying to held the old 
reliable customers on their books. We look st our children, see their bright 
faces and straight little bodies and foresee a great futuze, but when we want 
sympethy and wise counsel, we go to our perents of friends Who, with deep 
lines in their faces, silver streaked through their hair, have weathered life's 
storms. And so it should be in business. We should be most thankful for the 
customers who through periods of depression as well as prosperity heve been 
using our products end made it possible for us to stay in business 


car Shh the in cur ected pce f wep wd men 
rave, Mensags 360 be Saye at On Sage Dee 
of anagling for to luy of pt Compe md you. 


Thaskapring of 1937 will be Oday of denlgitng. shew se 
truthfully say 


in color. 








Like several others in this series of letters, the one illustrated above is printed 








Credit News Flashes-- 
Personal and Otherwise 


Passing of John E. Phillips 

John E. Phillips, Controller of the Fair Store, Fort 
Worth, Texas, and for 13 years its Credit Manager, died 
of pneumonia December 2. He had been stricken with a 
brain hemorrhage September 9 and had been confined to 
a hospital since that time. 

A charter member of the Fort Worth Retail Credit 
Men’s Association, he had served as President of the As- 
sociation, which was formed in November, 1918. He 
was a member of its board at the time of his death. 

Surviving him are his widow, Mrs. Dolly Phillips; a 
son, W. E. Phillips of Hober, La.; a brother, Cliff Phil- 
lips of Birmingham, Ala.; and his mother, Mrs. Ida V. 
Newton, of Pilot Point, Texas. 

* * & 


Death of W. S. Genaro 


W. S. Genaro, Manager of the Mineral Wells Retail 
Merchants Association, Mineral Wells, Texas, died No- 
vember 26 from a heart ailment with which he had suf- 
fered for the past six months. 

He was a natural leader, a talented entertainer, and a 
poet of no mean ability. His poetic efforts have been pub- 
lished, from time to time, in The Crepit Wor p. 


* * ** 


Important at All Times 

From the Bulletin of The Credit Bureau of Greater 
New York of December 14, we quote the following timely 
advice: 

“There are two ways in which our members can help 
the Bureau as well as themselves at this time of the year. 
The first is in clearing references promptly, because every 
application is a ‘rush,’ almost without exception. 

“The second way is to help in spelling names correctly. 
We have had a regular epidemic of wrong spellings dur- 
ing the past week. In each case, the member gets a ‘No 
Record’ report unless the filing clerks at the Bureau can 
spot the correct name. For example, an inquiry on 
‘Hamak’ was found to be correctly spelled Hamar; 
‘Border’ should have been Borden; ‘Noedel’ should have 
been Noepel; and ‘Fields’ should have been Field. 

“Please instruct all interviewers to verify the spelling of 
each name and, in filling out the Bureau’s inquiry ticket, 
to double check. It is always the best practice, where 
your inquiries are in handwriting, to print the names as 
printing reduces the chances of misinterpreting your writ- 
ing to a minimum.” 


* * 


Saint Louis’ Annual Christmas Party and 
Election of Officers 
The Associated Retail Credit Men of Saint Louis held 
their annual Christmas Party, December 8, with a ban- 
quet at the Hotel Statler. Christmas presents were pre- 
sented to members present, the inimitable “Larry” Mc- 
Daniel acting as toastmaster. 
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The following officers and directors were elected for 
the coming year: President, Marcellus Becker, Hess & 
Culbertson; Vice-President, Charles Reno, Scruggs-Van- 
dervoort-Barney, Inc.; Treasurer, Mrs. Julia Garrison, 
Alex F. Kessler Fur Co. (retiring President of the Credit 
Women’s Breakfast Club); and Secretary, August J. 
Kruse, Manager, Credit Bureau of St. Louis. 

Directors: Tuscan Boaz; Raymond Bulte; Middleton 
M. Carouthers; Ray Manker; Wm. Preusser (retiring 
President) ; Edward Schulz; O. J. Vosbrink; H. R. Zol- 
linger ; E. E. Paddon; and Miss M. Crane. 


* * 7 


St. Louis Credit Women Elect 


The St. Louis Credit Women’s Breakfast Club held 
its annual election December 8 and named the following 
officers and directors: 


President, Miss M. Crane, Grimm & Gorley Florists ; 
Vice-President, Miss Essie January, Stix, Baer & Fuller 
Company ; Secretary, Miss Evelyn Bursmeyer, The Credit 
Bureau of St. Louis; Treasurer, Miss Mary Buckowitz, 
John T. Ross and Associates; Bulletin Editor, Miss 
Mabel Crick, Kline’s, Inc. 

Directors: Mrs. Julia Garrison (retiring President) ; 
Miss Mabel Crick; Miss Llewelyn Faali; Miss Jessie 
Bass; and Miss Eloise Dubuque. 

* * * 
Sheldon Resigns from Farrington Co. 


Charles F. Sheldon has resigned his position with the 
Farrington Manufacturing Company, Boston, effective 
January 1. 


mer 


Collecting Retail Lumber Accounts 
(Continued from page 21.) 

Our third and last group, the Contractors, represents 
accounts which are not definitely either wholesale or re- 
tail. Like the wholesale business, however, accounts in 
this classification offering financial and collection problems. 
usually represent cases where the dealer must make use of 
personal contact, forgetting the mail and the telephone. 
To make control of these accounts as complete as pos- 
sible, we have always maintained a separate account for 
each “job” of a contractor customer, together with a con- 
trol card on such accounts (on which the balance is arbi- 
trarily changed periodically by adding the balances on all 
accounts of the contractor and thus showing the trend 
of the amount of total due). This accounting procedure 
makes possible the education of smaller contractors to pay 
for materials on each job when completed, besides offer- 
ing information on each job for the contractor. Above 
all, however, the confidence of the contractor in the dealer, 
to the extent of discussing the condition of his financial 
picture at all times, really represents the most successful 
control the dealer has when questions of obtaining collec- 
tions are concerned. 
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May I express my appreciation for the new Code of 
Ethics? In my estimation, this is a fine thing to hang in 
every credit office—Frep W. Barton, Assistant Treas- 
urer and Controller, W. H. Sawyer Lumber Co., 
Worcester, Mass. 

* - * 

We certainly believe in the effect the National Credit 
inserts have in educating customers to more fully respect 
their contracts. This was proved by an increase in col- 
lection percentages. And, too, it will have an impor- 
tant part in reducing credit loss—E. D. CALpweE Lt, 
Agent-Manager, Terrell & Company, Fort Worth, Texas. 

ae 

All of our stores are now members of the National 
Association. We feel that the stores benefit from their 
memberships not only through the exchange of ideas by 
means of The Crepir Wor p but also through partici- 
pation in supporting and using the facilities of the na- 
tional organization devoted to the retail credit problems 
in which all doing a retail credit business have a com- 
mon interest. 

We thank you very much for your assistance and you 
can be sure that we will call on you if you can be of any 
further service—JoHN C. Macy, Wm. T. Knott Com- 
pany, Inc. (a@ subsidiary of Mercantile Stores Company, 
Inc.), New York City. 

* * * 

I liked the last issue of The Crepir Wor.tp. The 
article on “Credit Men Are Human” is a distinct con- 
tribution toward the elevation of the status of the man- 
agers of adjustment bureaus—Epwarp J. STRAsMA, 
Manager, Kankakee County Credit Bureau, Kankakee, 
Ill. 


* * 


I derive a great deal of enjoyment from The Crepit 
Wor p, of which I am an ardent reader. As I have only 
been doing credit reporting a little over one year, I find 
many interesting articles in your magazine that enable 
me to understand, more fully, the need for past, present 
and future credit—(Miss) Vircinia SEMPLE, Bridge- 
port Credit Rating Bureau, Inc., Bridgeport, Conn. 

ge a 


These personal observations (on the Most Important 
Retail Credit Problem) included in The Creprr Wor.tp 
each year have been very helpful in diagnosing our vari- 
ous problems.—J. Eart Pettit, Credit Manager, In- 
diana Lumber & Mfg. Co., South Bend, Ind. 


* * 


It is with a great deal of pleasure that I note the an- 
nouncement of broadcasts on retail credit over the Colum- 
bia Network, January 23, 25, and 27. Our Retail Credit 
Managers’ Association has just completed a series of local 
broadcasts which met with very favorable reception from 
local people and I am sure that this new undertaking will 
meet with wonderful success.—Carson L. Barn, Office 
Manager, Credit Rating Co., Louisville, Ky. 
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Cross 
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A Timely Insert 


use in 





collection work 
all this month! 


Also furnished in newspaper mats in three 
sizes—with border. (See outside 
back cover.) 


Irs An Old 
Chinese Custom 


N CHINA, the ancients, at 
oJ the beginning of the New 
Year, following a time-hon- 
ored custom, called on all their credi- 
tors—and paid their bills—in full! 
The New Year is a time of good 
resolutions—a good time to arrange to 
pay all past due bills and then—ar- 
range finances so that future bills can 
be paid promptly when they are due 
or according to agreement. 
Prompt payment builds a good 
credit record and promotes prosperity. 


A good credit record is priceless. Pay all 
bills promptly and protect it! 


National Retail Credit 
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Consumer Installment Debt Control 


(Continued from page 7.) 


(which is probably a frequent attitude on the part of the 
automobile sellers and sales finance companies toward the 
low grade jewelry and furniture dealers, or the industrial 
banks toward the small loan companies) is an attitude 
which it will not be possible to maintain. 

Any adequate control of consumer installment indebted- 
ness must necessarily cover all fields of selling goods, serv- 
ices or money on an installment basis. It is obvious that 
control directed at just one source of installment debt 
creation would be ineffective. 

Furthermore, in order to control the minority (assum- 
ing that the overwhelming majority of installment sellers 
are not guilty of practices causing abuses or involvement 
of families beyond their ability to pay), any plan of con- 
trol must cover all. Such control would not disadvantage 
the overwhelming majority if, as assumed, they are con- 
ducting their businesses without causing abuses or over- 
indebtedness. 


The Trend of Legislation Is in Favor of the Debtor 


The trend of legislation, especially in the past few 
decades, has been in favor of the debtor, and a strong 
consumer movement is now under way. This means that 
something must be done about the problem of installment 
debt. If it is not done by installment sellers and lenders 
cooperating voluntarily, it will be done by the imposition 
of social control. 

The question is no longer whether there shall be con- 
sumer installment debt control, but what form the control 
will take. Therefore, we should explore seriously the 
principles and possibilities of control so that the methods 
evolved or adopted may be socially satisfactory in pro- 
tecting the family without being unduly burdensome to 
business or conducive to inefficiency. 


(Editor’s Note: This is the first of three installments 
of this article. The two remaining installments will be 
published in succeeding issues.) 


~er 
The Credit Clinic 
(Continued from page 23.) 


counts. We carry approximately 3,000 active lease ac- 
counts. One girl devotes all of her time and another 
girl half of her time on collections. 

“When a weekly installment account is two weeks in 
arrears, we send notice No. 1. When a monthly account 
is ten days in arrears, we send notice No. 1 and succeed- 
ing notices every ten days thereafter. Approximately 3314 
per cent of lease installments are paid before or when due. 
Another 331% per cent are paid on receipt of the first no- 
tice and the other third are paid after the other notices 
are sent. 

“On only one article do we give 18 months, namely, 
electric refrigerators. The limit on other merchandise, 
namely, house furnishings, radios, washing machines, sew- 
ing machines, bicycles, is one year. On fur coats 9 months 
to a year, the more expensive fur coats being one year. 
Men’s clothing three months.” 


eo 
INDIANAPOLIS, IND.—‘‘We have never sent advance 
notices on installment accounts, because: (1) we do not 


think the deferred account patronage should be penalized 
with advance notices, particularly when such a very large 
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percentage of such accounts are paid promptly; (2) after 
the definite understanding as recorded in the original con- 
tract, a copy of which the customer has, we cannot help 
but feel the customer might take it that such action was 
entirely unnecessary—rather wait and see if they pay first 
and then send collection letters, and (3) there is an ele- 
ment of expense and we feel this has been a very material 
saving to us through the years.” 
er 
Do Present-Day Credit Risks Differ from 
Credit Risks of the Past? 


(Continued from page 18.) 
supplying the wants of many of his former dependents? 
Isn’t it reasonable to expect that this same wage earner 
would now be in a position to expand his buying power? 
And doesn’t it follow that if he had been classed as a 
questionable credit risk heretofore, he Now would be a 
much better credit risk? 

Here is a more practical aspect of the entire subject. 
With production in almost all branches of industry in- 
creasing and very close to the 1936 high (eliminating 
that one prosperous year), with payrolls and employment 
at nearly equal levels, it’s only a matter of common 
sense to expect today’s credit risks to be much better 
than those of the period from 1930 to 1935. There’s 
no denying that the buying public in general is honest and 
fully contemplate assuming their moral obligations. 

And now, right at the beginning of the year’s greatest 
volume month, is the TIME FOR EVERY PROGRESSIVE 
CREDIT MANAGER TO COME TO THE AID OF HIS EMPLOYER 
WITH A SAFE AND SANE GRANTING OF CREDIT TO SECURE 
HIS SHARE OF TODAY’S IMPROVED CREDIT RISKS. 

er 
Personality in Correspondence 
(Continued from page 27.) 

Since we must meet nine payrolls twice a month, we 
solicit your financial cooperation, assuring you that pay- 
ment will be both useful and highly appreciated. 

We take this opportunity of thanking you for the 
business you have so kindly given us, and assure you of 
our desire to maintain your Good Will. 

Yours very truly, 
, “Er 
Colonel Blackstone Broadcasts 


Colonel Franklin Blackstone, Credit Manager of Frank 
& Seder, Pittsburgh, Pa., and National Director and 
Former President of the National Retail-~Credit Associa- 
tion, delivered an address over station WWSW on 
Thursday evening, December 8, on the serious menace to 
Pennsylvania business and industry involved in the present 
burden of state taxation, which is driving industry into 
neighboring states. 

Mr. Blackstone spoke at the request of the Pittsburgh 
Chamber of Commerce and the Pennsylvania Emergency 
Council. — 


Spokane Credit Men Spread Credit Gospel 


Busy as they were during the holiday season, a group 
of Spokane credit men, headed by Assistant Secretary 
Jensen of the credit bureau, found time last month to 
visit Sprague, Wash., and encourage merchants there to 
organize a credit association and bureau. There were 28 
merchants and professional men at the meeting. 
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A New “Budget” Credit Plan from Australia 


ROM a new member on “the other side of the like to mention that we are in business as Men’s and Boys’ 
world,” Mr. W. G. C. Goss, Credit Manager, The Outfitters and operate accounts under three different 
Leviathan, Ltd., Men’s and Boys’ Outfitters, Mel- headings: firstly, general entry accounts payable at the 
bourne, Australia, comes a folder announcing the “Sub- thirtieth of the month; secondly, radios under hire pur- 


chase agreement; and thirdly, for the past two years, we 
have conducted these accounts known as subscription 
credit accounts. We might mention that this subscription 
credit system has been in operation in a number of Lon- 
Mr. Goss writes: “For your information we would don men’s outfitters for some ten years.” 


scription Credit Account” which, seemingly, is a new 
modification of the familiar budget account. The inside 
pages of the folder are reproduced below. 






































“What awonderful 


can now buy at will, | rss: 
mn 08 Credit Account, fhe ethan” 
payable by subscription 


Imagine being able to buy when you need to without considering the ready cash! 

hat’s what you can do with a Leviathan Subscription Credit Account. © The 
personal or family budget is easily arranged; you simply decide how much per month 
you can pay for really worthy clothing, footwear, etc., then by subscribing that amount 
to a subscription credit account you have an ever-ready source of supply from the noted 
Melbourne store, the Leviathan Ltd. © All your shopping on a Subscription Credit 
Account is done at the moment's current prices, be they sale prices or “specials,” or 
any other advantage. The only charge for the convenience of such marvellous credit 
shopping is a booking fee of just 5% (1/- in the £1) on purchases, this being to partly 
defray the office cost of handling your account. ® A more dignified, confidential and 
advantageous way of arranging personal and family expenditure cannot be found than 
the Leviathan Subscription Account, which literally gives you an open buying account 
on small monthly savings later to come from regular earnings. ® No need to use the 
whole credit sum at once . . . you buy as and when you desire, provided the amount 
against you does not exceed twelve times the agreed monthly sum at any one time. 
You decide the amount of the regular monthly payment. 10/- is the minimum—there 
is no maximum. ® The simple conditions are (1) that the customer is in a secured 
salaried position, or in receipt of a reasonably secure income. (2) Is (or will provide 
a guarantee from) a householder. @) That he or she is over 21. (4) That the usual 











trade references (as section “A” or “B” on Introduction Form) be given, and in special 
cases it may be even possible to dispense with this simple formality. (5) That the PLEASE USE THE 
payments of the agreed instalments be regularly maintained. PROPOSAL FORM 


PLEASE NOTE :— 
Ten shillings a month, or 2/6 a week, is the lowest 
amount payable on Subscription Credit Accounts. 


ATTACHED 





PROPOSAL FORM seomtgiy puremae os 


desired the initial payment 








To the Leviathan Ltd., should cover a month's 
. . ayments. 
Bourke Street, Mclbourne, C.1. pay 
Dear Sir, 193 
I desire to open a Subscription Credit Account with you and cnclose remittance for £ and I agree to pay 
Mouth 
on the : malic of cach * Fortnight, on the understanding that the . 
Week 
balance of my account will at no time excecd £. and that any breach of this agreement renders me liable 


for the payment of the whole of nty account at your request. 
You are to charge me your normal cash prices, and for the convenience of cxtended credit I agree to pay and authorize you to charge 
1/- Booking Fee for each Pound’s worth of goods supplied 
In response to your request, I give you, on the other side, particulars that are necessary to enable you to open the account. 1 may add 
owner 


that I am the Wieoeet of the house in which I live. Yours faithfully 


(Customer to sign here) 


Mr. 
Name in full * Mrs. 
Miss 
Occupation ‘< ; (Wife’s or Husband's name). 


Private Address 


Name of Employer coco. piven ommobusiness Address.. 
; “ae Business 
est C ations to * . Address. 
Pest Communicatic 0 Setate 
* Please strike out whichever is not applicable. [Please see over] 
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Now--The “Code” in a Newspaper Ad, and Inserts! 


Local associations, to familiarize the credit-buying public Reprints of the Code itself (exactly as shown on the in- 
with the new Code of Ethics, should use this newspaper side front cover of this issue) can be furnished for use as 
enclosures with statements or collection correspondence. 
Size, 3%4”"x 5”—printed in one color. Price, $2.50 per thou- 
6”x 8”, $1.50. In ordering, specify size mat desired. sand, postpaid. Write for special prices on large quantities. 


ad which is furnished in two sizes: 8”x11”, $2.00; and 


r 


CODE of ETHICS : 


NATIONAL RETAIL CREDIT ASSOCIATION 


1. 





National in Name -- International in Scope 


To encourage the broadest use of consumer 
credit consistent with sound business principles 
and the welfare of the community. 


To protect the interests of credit granters and 
customers alike by obtaining credit reports on 
all applicants for credit, by reporting to the 
credit bureau unsatisfactory credit experiences 
and by declining to sanction unsafe credit risks. 


To educate the public in the proper use of credit, 
as a relation of mutual trust, and to the value of 
establishing and maintaining good credit records. 


To counsel and protect customers against the 
tragedy of going into debt beyond their ability 
to pay; to safeguard their credit standing by re- 
quiring payments according to agreement. 


To cooperate wholeheartedly with other credit 
granters in matters of credit policies and credit 
terms affecting the business welfare of the com- 
munity and the public good. 


As cooperating members of the National Retail Credit Association, 
we heartily subscribe to its Code of Ethics—reproduced above. 


Guard Your Credit as a Sacred Trust. Pay All Bilis 
Promptly When Due—According to Agreement 


Signature of Local Association 


a 
Send Orders to 


NATIONAL RETAIL CREDIT ASSOCIATION 


EXECUTIVE OFFICE ° . SAINT LOUIS 
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The Last Word in Books on Retail Credit! 


Retail 


Credit 


336 Pages --- 
Waterproof 


Fundamentals Binding 











Written expressly for the Educational Course of the National Retail 
Credit Association By Dr. Clyde William Phelps, Head of the 
Department of Economics of the University of Chattanooga. 


VERYTHING possible has been done to make this the 
finest textbook for retail credit study—the last word in 
books on retail credit. The text has been prepared under the 
direction of and in collaboration with your Educational Com- 
mittee and other leading credit executives throughout the 
United States and Canada. 

It represents the best thought of the best credit minds of 
North America. Dr. Phelps has spent several years in gath- 
ering the material which is used as the basis of this book. 

Although primarily published by this Association for use 
in its Educational Course, this is a book which every credit 
executive, everyone interested in retail credit, should own and 

TABLE OF CONTENTS: study. It is just as adaptable for home study and self-im- 


Book I—SECURING NEW BusI- provement as it is for class work. Read the Table of Con- 
NESS: Credit as Business Force ; ° . of pe ae — ; : = 
Obtaining Applications for Accounts: tents. See how it covers every phase of credit and collection 
Interviewing the Applicant (Informa- MaRS. ah a ta age , C . : 

tion Required; Staging the Inter. Work. 7'hen order your copy. You'll find it a veritable gold 
view); Interviewing the Applicant ° : 

(Taking the Application; Educating Mine of ideas. 

the Customer); Investigating and 

Analyzing the Risk; Accepting and 


Deciming Applications. The book, “Retail Credit Fundamentals,” 
Book II—CONTROLLING THE AC- : . . ° 
COUNT: Authorizing : Purchases is available to credit bureaus and credit asso- 
(Making Out the Salescheck; Iden- the P ‘ 

tifying the Customer); Authorizing ctations, in lots of 25 or more for credit school 
Purchases (Communication Systems; ss ae : Qc a 7 
Passing on Charge Purchases); Spe- purposes only, at $2.25 per copy. Single 
cial Problems of Credit Control; # : 2 P ; 

Credit Sales Promotion (Fundamen- copies may be ordered at $4.00. 

tals; Active Accounts); Credit Sales 

Promotion (Reviving Inactive Ac- 

counts). 


Book III—COLLECTING: Funda- Published by 


— ot ee pe ; Collection . - n ~ ‘ 
T s an Met s (F State- 
hnetits toelestanes® chlicetion tis National Retail Credit Association 
—_ ee B ene — —— 

RR. ge M < , . 
ua——<—<«mCETCECE tC —i“‘édr GC 33 $3 33 St. Louis 














The “‘Ad-of-the-Month” for January! 


Ww My, 


lis An Old 
Chinese Custom! 


In China, the ancients, at the beginning of 
the New Year, following a time-honored cus- 
tom, called on all their creditors and paid their 


bills—in full! 


The New Year is a time of good resolutions 











—a good time to arrange to pay all past due 
bills and then—arrange finances so that future 
bills can be paid promptly when they are due 
or according to agreement made at time of 
purchase. 


Prompt payment builds a good credit 


record and promotes prosperity. 


A good credit record is priceless. Pay all 
bills promptly and protect it! 





TREAT YOUR CREDIT 
ASA 


nsdn eat THIS SPACE FOR 
ER LOCAL ASSOCIATION 
NAME, ADDRESS, ETC. 


Local Affiliation of the National Retail Credit Association 











Mats in three sizes: 8” x 12”, $2.00: 6” x 9”, $1.50; and 4” x 6”. 
Order from the National Office 
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